| 


Woy; 


Firet Copy 





IN THIS ISSUE: OFFICIAL WORLD’S FAIR SURVEYS: 
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Filmosound “‘COMMERCIAL”’ 


is a compact, single-case projector offering the utmost 
in convenience and simplicity of operation for the busy 
salesman. It provides uninterrupted three-quarter-hour 
showings of theater quality in salesroom, showroom, 
hotel room, or moderate-sized auditorium. 





Filmosound ““MASTER”’ is a more powerful projector 
for serving larger audiences. It shows both sound and 
silent films. Has provision for using both a public 
address microphone and a phonograph turntable. Has 
powerful amplifier, and 750-watt lamp with condenser 
for 32% brighter pictures. 


FILMOARC—the most pow- 
erful of 16 mm. projectors— 
employs the automatic, elec- 
tric-arc type of illumination 
used by movie theaters. It 
provides such screen bril- 
liance and ample sound vol- 
ume that it can be used in 
largest auditoriums. 
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Using Talking Pictures Show Them with 


BELL & HOWELL HMemosoureda 


At both the New York and San Francisco Fairs, 
Bell & Howell Filmosound Projectors are—by far 
—the predominant choice of exhibitors who use 
16 mm. talking pictures. Aetna Life, Armour, 
Bethlehem Steel, Coca-Cola, Coty, Yale & Towne, 
and scores of others use Filmosounds. 

Why? Because the show must go on! Because 
continual use, all day and half the night, seven 
days a week for month after month, is grueling 
service which requires the utmost in projector 
ruggedness and stamina. Because these exhibi- 
tors have found that Filmosounds can be relied 
upon to project theater-quality pictures, to 
deliver clarion-clear sound, and to continue to 


How to Dramatize Your Product 
. .and build up sales and good will with 
commercial sound films is told concisely in 
a free, illustrated, 36-page booklet, SHOW- 
MANSHIP. Write for your copy, today. 


BY 


BELL & HOWELL 





sneer enna nana 


give new-machine performance after months 
of constant use. 

The same lasting dependability which makes 
Filmosounds the choice of a majority of World’s 
Fair exhibitors recommends these projectors for 
your use. Whether your need is for small, compact 
machines for your salesmen to carry, or for 16 mm. 
projectors capable in the largest auditorium, there 
is an ideally suited Bell & Howell model. All are 
built to the same quality and precision standards 
as the Bell & Howell studio equipment, preferred 
by Hollywood for more than 32 years. Bell & 
Howell Company, Chicago; New York; 
Hollywood; London. Established 1907, 






BS No. 9-39 : 

BELL & HOWELL COMPANY H 
1808 Larchmont Avenue, Chicago, III. 1 
( ) Send free booklet, SHOWMANSHIP. ; 
( ) Include details on Filmosound Projectors for busi- : 
ness use. H 
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THE 


MEN BEHIND 
* 


Look to the men behind the men behind 
the camera for the success of your com- 
mercial motion picture.* Good camera 
technique is important—yes. But the suc- 
cess of the finished picture depends first 
of all on the story it tells to the people 
you want to influence. And that is deter- 
mined long before the cameras start to 
roll—by the creative ability of the men 
behind the men behind the cameras. 


So, Industrial Pictures, Inc., suggests that 
you consider the competence of the cre- 
ative staff in choosing the studio that is 
to produce your business pictures. 


Of course, we don’t mean to minimize the 
many obvious superiorities in the facilities 
offered in our plant. They include: 
studios designed and built from the 
ground up for the production of business 
films . . . a stage acoustically designed in 
collaboration with RCA engineers to meet 
the special requirements of business pic- 
tures ... the latest type RCA High Fidel- 
ity equipment to permit the making of 
sound pictures anywhere . . . and many 
other features which place Industrial Pic- 
tures in the first rank of commercial pro- 
ducers. Because of these facilities, and 
the capable personnel working with them, 
our clients benefit by greater technical 
excellence together with lower production 
costs in the finished product. 


But of far greater importance, we believe, 
is the emphasis Industrial Pictures places 
on the work that goes before—on pro- 
viding a staff unusually able to fashion 
a story in pictures that effectively reaches 
into the minds of those you would influ- 
ence. We invite you to investigate the 
thinking and working procedures of the 
men behind the men behind our cameras. 
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INDUSTRIAL PICTURES INC. 


4925 CADIEUXK ROAD DETROIT 
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MOTION PICTURES 


ILLUSTRATIVE 
PHOTOGRAPHY 


SLIDE FILMS 


Facilities In New York ® Detroit © Hollywood 
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The FILM FORUM 


A COLUMN OF LETTERS FROM OUR READERS 


* My thesis on “The Potentialities Of Sound 
Film As A Retail Training Device” has been 
accepted by Northwestern University in final 
fulfillment of the requirements for a Masters 
degree. 

As you know, no authoritative books and 
few articles have been written on sound film 
as a training device. Hence, much of the 
material had to be gathered the hard way, 
through several months of intensive research. 
Numerous producers, users, and trade organi- 
zations were contacted in an effort to deter- 
mine both the present status and probable 
future developments in the field. Although 
these sources of information were not in all 
instances entirely satis- 





ADDRESS LETTERS 
ON TECHNICAL 
QUESTIONS TO THE 


BUSINESS SCREEN 





SERVICE BUREAU 


*I am getting pretty sick of the arty 
critics in magazines and newspapers raving 
about the merits of the “documentary” films 
which are flooding the country under the 
sponsorship of various governmental agencies 
and at the expense of the taxpayers. 

Not that many of these films do not de- 
serve full credit from a critical standpoint. 
That isn’t the point. The point is that these 
same critics would probably recoil in horror 
at the thought of praising an American cor- 
poration which sponsors a picture which is 
just as “documentary” and not any more 
“propaganda” than one of these films which 
draw hysterical paeons of praise. 

The fact is that the 





factory due to hesitancy 
on the part of some pro- 
ducers and users to give 
information that might 
be of value to competi- 
tors, the thesis is, I 
believe, a reasonably 
complete, impartial 
evaluation of the pres- 
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majority of the so-called 
“documentary” films 
are issued for exactly 
the same purposes as 
the publicity or adver- 
tising pictures’ which 
are being sponsored by 
leading companies. Such 
pictures are usually is- 
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Gordon B. Palmer. 


Technical Section 


29 sponsored pictures prob- 

ably hold off because of 
the old superstition that 
the corporation’s name 








* Please advise at once if you have any films 
on the subject of wines. 

George R. Sulkin, Sales Manager 

Granada Wines, Inc. 


* We have recently subscribed to your maga- 
zine, Business Screen, largely in the hope 
that we might become acquainted with some 
of the industrial films put out by such com- 
panies as United States Steel, Ford, Ameri- 
can Telephone and Telegraph, etc. We are 
wondering if it would be possible for vou to 
make available to us some information re- 
garding a number of these industrial films, 
as to their content and the advisability of 
showing them before a group of investment 
officers in a banking institution. We should, 
also, greatly appreciate learning how such 
films may be made available to us. 

T. D. Montgomery 


or product must not be 
mentioned for fear it might be called “ad- 
vertising” in the editorial pages. 

Fortunately, when it comes to pictures 
Business Screen is one medium at least which 
gives the corporation a mouthpiece to pub- 
licize its activities along these lines. 

The corporations which sponsor pictures 
and the producers who make them are not 
asking for any favors from the public. The 
corporations do not ask the public to pay 
any part of the cost of the picture. 

It is obvious that there are dozens of so- 
called business and industrial pictures being 
made today which rank with the very finest 
of the “documentary” films. Many of them 
are better. And, I am trying to get bigger 
and better recognition for them from the 
critics. All the business picture people ask 
is an even break. 

Pat Dowling. 





® Business Screen Magazine, issued by Business Screen 


Magazines, Inc., Twenty North Wacker Drive, Chicago, 


Illinois on September 28, 1939. Editorial Director, O. H. Coelln, Jr.; Managing Editor, R. C. Danielson. New York 


Offices: 122 East 42nd Street, Phone Murray Hill 4-1054. 


Representative, Robert Seymour. Acceptance under the 


Eastern Advertising Manager, Jack Bain: Eastern Editorial 
{ct of June 5, 1934, authorized February 20, 1939. Issued 8 


times annually—plus 4 Visual Education Numbers (not circulated in the business field). Subscription price: Domestic 
$2.00 for eight numbers (of Business Screen). 50c the copy. Foreign, $3.00. Publishers are not responsible for the 
return of unsolicited m.s. unless accompanied by stamped, self-addressed return envelope. Entire contents copy- 
right, 1939, by Business Screen Magazines, Inc. Trademark Reg. U.S. Patent Office 
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If you want proof that Caravel 
Pictures get results, check with 


American Can Company 
American Machine & Metals, Inc. 
Wallace Barnes Company 
The Bates Manufacturing Company 
Bethlehem Steel Company 
Black & Decker Manufacturing Company 
Godfrey L. Cabot, Inc. 
Calco Chemical Company, Inc. 
S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 
Congoleum-Nairn, Inc. 
Davis & Geck, Inc. 
Dictaphone Sales Corporation 
Eastman Kodak Company 
The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
National Biscuit Company 
National Lead Company 
Raybestos-Manhattan, Inc. 
Socony-Vacuum Oil Company, Inc. 
E. R. Squibb & Sons 
Talon, Inc. 

The Texas Company 
U. S. Industrial Alcohol Company 


OR ANY OTHER CARAVEL CLIENT 








in 30 MINUTES? 


VEN your top salesman is blocked again and 
3 again in trying to reach all the people who can 
influence a sale. But even your average salesman 
can reach them with a well-planned motion picture 


...and in thirty minutes’ time! 


He can shut them off from interruptions...darken 
the room... focus their undivided attention on the 
screen ...compel their interest with dramatic pic- 
tures and a well-delivered talk... conduct them 
through your plant... demonstrate the merits of 
your product or your service ... anticipate objec- 
tions before they are voiced and knock them down 


... then drive your selling points to the dotted line. 


One notable example: Number of executives who 
had to be sold—39. Time spent in reaching 23 of 
these executives—two years. Attendance at a 
motion picture showing—36. Three weeks later, the 


closing of a six-figure contract. 


Your biggest loss in selling is the time your sales- 
men spend in getting to the right people. Let us 
show you how you can save that time—and make 


it count! 
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DA-LITE INSTALLATIONS 


At The New York World’s Fair* 
Include the Exhibits of 


HART, SCHAFFNER & MARX UNITED STATES NAVY 
HOUSEHOLD FINANCE CORP DOMINICAN REPUBLIC 
LEE HAT COMPANY FINLAND 
NATIONAL ADVISORY COMMITTEE POLAND 
ON AERONAUTICS STATE OF OHIO 
Aviation Building DENMARK 


At the Golden Gate International 
Exposition, San Francisco 


Include the Exhibits of ARMOUR STAR BRAND 
CALIFORNIA STATE PHILIPPINE PAVILION 

RECREATION DEPARTMENT REPUBLIC OF COLOMBIA 
CALIFORNIA MINES PERFECT SLEEPER CORP 
GREY LINE TOURS AUSTRALIA DRAMA OF SCIENCE 
PACIFIC HOUSE KEITH THEATRE STATE OF OREGON 


*As olficially reported in the New York World's Fair 
Survey of Business Screen Magazine. 











Reg. U. S. Pat. Off 








PROMINENT EXHIBITORS USE 
<> 
ig SCREENS 


Wherever industrial motion pictures and slide films are being shown — 
whether at the Nation’s two World Fairs or elsewhere throughout America 
in factories, schools, clubs, churches, auditoriums, offices or homes — 


you will find experienced users of this modern selling medium projecting 


their pictures on Da-Lite screens. Many of these exhibitors chose Da-Lite 


sereens after comparative tests had proved their superior light reflective 


qualities and greater convenience. Others specified Da-Lite equipment 


because of its 30-year old reputation for quality and dependable service. 


Da-Lite sereens are available with White, Silver, or Glass-Beaded surfaces 


in many styles and sizes to meet every requirement. Ask your producer- 


dealer about Da-Lite screens today. 


PARTIAL LIST OF PROMINENT USERS 


ADDRESSOGRAPH- 
MULTIGRAPH CORP. 

AIRWAY ELECTRIC 
APPLIANCE CORP 


ALLIS CHALMERS MFG. CO. 


AMPRO CORP. 
BELL & HOWELL CO. 


CHICAGO & NORTH. 
WESTERN RAILROAD 


CHRYSLER CORP. 


COMMONWEALTH EDISON 
co. 


DEERE & CO. 
DE VRY CORP. 


REUBEN H. DONNELLEY 
CORP. 


EASTMAN KODAK CO. 
THE FISK TIRE CO. 
GENERAL MOTORS CORP. 


THE GREYHOUND MAN- 
AGEMENT CO. 


HART, SCHAFFNER & 
MARX CO. 


HOUSEHOLD FINANCE CORP. 


INTERNATIONAL BUSINESS 
MACHINES 


INTERNATIONAL HAR- 
VESTER CO. 


INVESTORS SYNDICATE 


JOHNS-MANVILLE CO. 


OF DA-LITE SCREENS 


JOHNSON WAX CO. 
LIBBY, MeNEILL & LIBBY 


LUMBERMEN’S MUTUAI 
CASUALTY CO. 


MODINE MFG. CO. 
JOHN MORRELL & CO. 


THE PENNSYLVANIA 
RAILROAD CO. 


SCHULZE BAKING CO. 
STEWART-WARNER CORP. 
THE STUDEBAKER CORP. 
VICTOR ANIMATOGRAPH CO. 


WILLARD STORAGE 
BATTERY CO. 


Write for 48-page catalog on Da-Lite screens, including recently reduced prices! 


DA-LITE SCREEN CO., INC., DEPT. 9B, 2723 N. CRAWFORD AVE., CHICAGO, ILL. 


Da-Lite screens are first choice of leading producers, distributers and users of business films. 



































IN THE SPIRIT OF TOMORROW 


Today's outstanding value in 16 mm. sound projectors 





ES the sound projector of tomorrow but 

here today! Not just a new model, or an im- 
proved unit—but a revolutionary new design 
whose performance lives up to its promise in 
every respect. The new Models ae hw and “7 _ 
offer you: Convenient operation with all con- 
trols centralized on one illuminated panel—as 
easy to operate as a radio. Such extreme quiet- 
ness that a sound proof case is not required. 
Ease of threading—as simple to thread as a 


Model 


silent projector. Convenient portability 





MANY PLEASED USERS 


Many industrial firms are today using the 
new Amprosound models \ and Y and 
report very satisfactory results. Names and 


addresses gladly furnished on request 











“X.” weighs only 49 Ibs. complete in one case 

and both models swing into action as easily and 
quickly as a portable typewriter. Other fea- 
tures include: A Quick-Cleaning Optical Sys- 
tem: Economical Operation with the standard 
pre-focused projection lamps: New Simplified 
Design—and fast Automatic Rewinding. It is 
mechanically impossible to tear film perfora- 
tion. ‘To top these all are the new low prices 

so that now even the most infrequent user of 


sound films can no longer afford to be without 


AMPRO 


PRECISION CINE EQUIPMENT 


Ampro Corp., 2839 WN. Western Ave. Chicago, Ill 





efficient 16 mm. sound projection equipment. 


Send coupon below for full details. 


NEW LOW PRICES 
Model “X"— equipped with 60 eycle A.C. motor, including 
1600 foot reel, 8" dynamic speaker, complete accessories 


and cords, comes in one case all weighing only 49 Ibs $275 


Model “Y” 


both silent and sound film speeds, including complete acces- 


$295 


Model “Y™ also is available in one case, complete accessories 


equipped with Universal A.C.-D.C. motor for 


sories, and cords, with 12” dynamic speaker, comes 


In two compact cases 


with 8” speaker. Can also be obtained with Reverse and Still’ 


Picture Button at slight extra cost 


Please send me the new 1939 Ampro Catalog. I am par- 
ticularly interested in 
New Amprosound Models “XX” and “Y” 
Ampro 1l@ mm. Silent and Convertible to Sound Pro- 
jectors 
All Ampro 16 mm. Sound Projectors, including Ampro- 
Arc 
Ampro 16 mm. Continuous Projectors (for Displays 
World's Fair and Convention Exhibits 
Name 
1ddress 


City State 











“Dan Daly Does It” 
“Red And White Round-Up” 
“Shop Talk” 
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% The production of good industrial films is the result of wide 
experience and a constant, active production schedule. A 
large permanent staff of creative and technical personnel is 
constantly employed in the production of films for a 
variety of uses. The extent of this wide and varied experi- 
ence may be conveyed in part by the following listing of films 
recently released or approaching completion. 


NOW IN PRODUCTION 


OFFICIAL 1940 AMERICAN LEA- produced in cooperation with Rev. 
GUE BASEBALL FILM. produced in James R. Keane, O.S.M. 
cooperation with Lew Fonseca, 


Director of Promotion, American “GARDENS IN THE CITY.” produc- 
League of Professional Baseball ed for the Chicago Park District. 

even “THIRTY YEARS OF LOGGING.” 
“MISSA SOLEMNIS” (10 reels), in co-operation with the Aillis- 


the story of the Catholic High Mass, Chalmers Mfg. Co. 


RECENT PRODUCTIONS 


“Styles In Smiles” _......---.Kkolynos Co. 
“March Of Power” International Harv. Co. 
“Fun For All — All For Fun” 

“Sports” Chicago Park District 
“Fun On The Lake Front” 

“The Story Of A Car Wheel” Car Wheel Mfrs. Ass‘n 
“Time For Graduation”... Elgin National Watch Co. 
“Eclampsia—In The Science And Art Of Obstetrics”. Dr. J. B. DeLee, 


Chicago Lying-In Hospital 
Red and White Corporation 


American Air Lines 





MOTION PICTURES 
STUDIO AND GENERAL OFFICE 





CHICAGO, ILLINOIS 








© A tip To the Simmons Comp- 
any: a topnotch movie is await- 
you in the text of Dr. Edmund 
Jacobson’s book You Can Sleep 
Well. Ditto to an automobile 
sponsor whose sales promotional 
executives should be aware of one 
of the recent A-B-C’s of good 
driving handbooks almost any 
one of which would make a fine 
film for distribution before audi- 
ences of club women. 

Which brings us to the point 
that the non-fiction shelves of the 
bookstores are full of how-to-do- 
its ranging from house decoration 
to trap-shooting and none yet 
with a commercial sponsor. Not 
only can we use the talent and re- 
search already put into these 
volumes but their popularity 
vould lend additional guarantees 
of public interest for any subse- 
quent films—sponsored or other- 
wise. An additional hint would 
be to present the experts them- 
selves in personal appearances, 
particularly where their presence 
would add to the general authen- 
ticity of the production. 


SPECTACULARS AND MR. LEIGH 


* Douglas Leigh, the 
executive who 


youthful 
surprised adver- 
tising and Broadway with the 
“moving picture”  spectaculars, 
has done a light-hearted animat- 
ed film in the same vein for 
Emerson Drug and Bromo-Seltzer 
at the New York World’s Fair. 
Leigh’s Goofy Newsreels don’t 
revolutionize sponsored entertain- 
ment but they do offer a fresh 
note to the field. Perhaps the 
poster technique offers an entire- 
ly new market for outdoor show- 
ings on a projection compromise 
that will make it possible to place 
similar cartoons elsewhere. 


Douglas Leigh, 
whose moving 
picture signs 
turned into an 


animated film. 


b. 


HEARD ON THE AIR: 


* Bob Seymour, Business Screen’s 
scout-at-large who gathered most 
of the magazine’s World Fair 
Survey material which appears 
on Pages 21 to 25 of this issue, 
reports the following conversation 
heard on the air recently: 

Kay Kyser: “Say Bill, tell us 
about the Lucky Strike mo’om 
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pitcher, who’s the star?” 
Announcer: “Well, Kay, in the 
Lucky Strike motion picture now 
being shown at the New York 
World’s Fair it’s the exclusive 
toasting process that steals the 
show. Yes sir, folks, three million 
people have seen this picture .. . 
and be sure to stop at the Ameri- 
‘an Tobacco exhibit and see this 
motion picture when you come 
to the World’s Fair!” 

Which seems to be the last 
word—heard in the sponsor’s own 
language, s’help us. 


DENT ON VISUAL SENSORY AIDS 


* Business and education will 
share a long-felt need for an 
authoritative handbook on visual- 
sensory aids to 


sources of films, equipment manu- 
facturers and various tables. 


THE FILM PARADE: 

* Previewed by a Business Screen 
representative in New York re- 
cently was Emerson Yorke’s new 
Cinecolor production The Ninth 
State. According to the reviewer 
this scenic tour of New Hamp- 
shire is one of the finest trave- 
logues to hit the screen in recent 
months. Labeled a “cavaleade of 
the salient historic, scenic, cul- 
tural, recreational and industrial 
highlights of New Hampshire,” 
The Ninth State will be welcome 
film fare on educational and 
theatrical screens from coast to 
coast throughout the country. 
The original 





instruction such 
as Ellsworth 
Dent’s Audio- 
Visual Hand- 
book (Soc. for 
Visual Ed., 
1939) offers. 
The latest edi- 
tion which con- 
tains a complete 
analysis of all 
types of visual 


: mutual 
and sound aids 


BUSINESS SCREENS 
FIRST USERS’ SURVEY 


* Included with a selected 
number of copies of this 
issue are copies of Business 
Screen’s first 
vey. Of those individuals 
who receive these blanks 
we ask cooperation for the 


good 


musical score, 
one of the pic- 
ture’s high- 
lights, is by 
Solita Palmer. 
Alois Havrilla is 
the commenta- 
tor and produc- 
tion director, 
and authorship 
was by Emerson 


User’s Sur- 


film York. 


. P | e 4 
of al ¢ Pitt sburgh’s 


a ] so discusses 
the business use 
of the medium. 

According to 
Dent industry 
first used the 
more common 


Individual returns 
will be kept in strictest 
confidence as requested 
and the complete statisti- 
cal information published 
for the benefit of all. 


users. 











Duquesne Light 
Company is ty- 
ing up advertis- 
ing materials 
with its 20- 
minute sound 
motion picture 


visual aids for teaching safety, 
cleanliness and cooperation to 
workers, many of whom could 
not read. Exhibit slides and pic- 
tures made a common language 
between employer and employee. 
Industry now also uses the visual- 
sensory field, Dent reminds us, 
for a mild form of propaganda. 

Dent’s long years of experience 
in audio-visual education and his 
present position as director of the 
educational department for the 
RCA Manufacturing Company 
qualify him as one of the field’s 
ablest spokesmen. The new 
handbook also affords a complete 
guide to all types of visual, sound 
and audio-visual aids; a glossary 


of reference texts, commercial 


From Sun to Sun in highly effec- 
tive style. A 20 page 2-color 
booklet entitled Behind — the 
Scenes with Electric Living was 
recently used as a mailing piece 
and as a souvenir in conjunction 
with local showings of the film 
before requesting civic groups. 


WAR & PHOTOGRAPHIC MATERIALS: 


* An authoritative statement to 
the editor of Business Screen from 
the Eastman Kodak Company 
gives a final answer to the ques- 
tion of war shortages in photo- 
graphic supplies. 

The Eastman letter states that 
film and developing agents are 
now manufactured entirely in the 
United States; “that Rochester 


operations are not endangered by 
any shortage in materials that 
can be foreseen as a war result.” 


CHICAGO VS. NEW YORK: 


For the use of anybody who 
wants to compare the use of films 
at Chicago’s Century of Progress 
with the New York World’s Fair 
we offer 
dence: 


the following in evi- 


Number of Projectors at Chi- 
cago 87 
Number of Projectors at New 
York 129 


One of the neatest Kodachrome 
travelogues in recent months is 


rw. 





The Coty Building at the New 
York Fair 


show’s 


houses one of the 
most compelling _ films. 
a new addition to the YMCA 
Motion Picture Bureau Library. 
Saguenay Saga, a full color scenic 
trip on the St. Lawrence and 
through the “Habitant” country 
is available for free showing and 
might be suggested to other com- 
mercial sponsors as a supplement. 


IN OUR NEXT ISSUE 

* The editorial files on the sound 
slidefilm have been gathering 
weight for some months. Finally 
we are to do the long-awaited 
section on this medium together 
with a selection of the outstand- 
ing slidefilm programs of the past 
two years. Also forthcoming is 
another of Larry Rosenthal’s 
interesting articles on screen ad- 
vertising; one on the writer’s job 
in commercial films and another 
on “Opportunities for the Com- 
mercial Film As Yet Unrealized.” 
That last title 


auspicious! 


sounds pretty 


Business Screen’s candid camera 
catches a theatre screen ad in 


an intense bit of kitchen action. 
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That impressive, descriptive, convincing advertising 
film you have is potential sales energy—a presenta- 
tion that will touch the pocket nerve of dealers and 
consumers. What a wonderful job of selling it’s going 
to do! 


But just a moment—how is it going to sell? 


Many a master business film is buried alive, right 
now. The drama of its action, the power of its clearly 
spoken word, the clarity of its product display; all 
this buried alive without ceremony. 

Business talking pictures are not like wine. They 
don’t improve with age. Vintage films turn to vinegar 
if you don’t watch out. 

A film is as valuable as the distribution it gets. 
MODERN TALKING PICTURE SERVICE has 73 point- 
of-sale distributive units that cover 732 cities in 


which meet 46,230 established audiences drawn from 
the middle and upper consumer groups. These are 


available to the advertiser in the number, quality and 
kind he stipulates. 


MODERN TALKING PICTURE SERVICE has facilities 
for booking suitable advertising films in theaters from 
coast to coast. 


MODERN TALKING PICTURE SERVICE has contacts 
throughout the country for the booking of your ad- 
vertising message with schools using sound films. 


These local bases are equipped with every technical 
device required to give any business film expert 
presentation, and are operated by men experienced 
in all the details of management, direction and 
sales showmanship. 


Tell us the territory, class, age, sex or special groups 
you wish to reach, anywhere. We will, WITHOUT 
OBLIGATION, give you a confidential report prepared 
for your individual use. 


NOW is a good time to write us. 


MODERY 


MODERN TALhING PICTURE SERVICE, INC. — 


9 ROCKEFELLER PLAZA (An Independent Organization) NEW YORK CITY 
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Business as Usual During Altercations”™ 


AMERICA’S WORK MUST BE DONE 


AND FILMS WILL 


Biessep by a free press, screen and radio, we 
live in the most enlightened land in the world. We 
are better informed on the progress of Europe 
and Asia’s wars than the vast majority of peoples 
involved. But between the successful efforts of 
able foreign news staffs and the unabating barrage 
from propaganda agencies we are left little time 
in which to reflect on our many unsolved econo- 
mic and social problems here at home. 

Wherever the hearts of liberty-loving Ameri- 
cans may turn personal sympathies—our own 
citadel of democracy is still threatened by these 
problems. If we are, indeed, safeguarding the 
last stronghold of free democratic institutions, 
we owe it to ourselves to reaffirm an America 
united in thought and action. 

The forces of Recovery may be advanced by 
speculative increases based on expectations of 
war demands on our production facilities. But 
we cannot forget the hazards of equally specula- 
tive rises in the costs of basic materials also in- 
volved in our long overdue housing boom. As 
pointed out elsewhere in this issue, our slow prog- 
ress in achieving understanding and increasing 
trade in Latin America must not be neglected for a 
temporary trade boom brought about by the 
closing of other markets to these countries. Atl 
home, again, problems of unemployment, labor 
relations, social welfare and basic economic ail- 
ments must not be regarded as miraculously cured 


by the swift rise in stock prices. 


More than ever before there is a great need 
of reaching our own people — of piercing the 
gathering clouds of war talk and war opinion 
—with sound and sensible inter- 
pretations of business problems. 
Manufacturers dependent on a 
steady and rising demand for build- 
ing materials will recognize the re- 
sponsibility of maintaining the en- 
thusiasm for home construction. 
The employer faced with a sudden 
step-up of production will remem- 
ber the economy of visual training 


for hundreds cf new employees, of 


DO {IT BETTER 


an equally important stressing of safety measures 
through safety education especially among new 
and unskilled workers. The job of the sales- 
man, made easier by a rise in individual incomes, 
is also more difficult because of the rising price 
of his product and the uneven distribution of in- 


come rises. 


Above all we need to remember that the sound 
motion picture and sound slidefilm have ably 
demonstrated their usefulness and economy in at- 
taining such results. Better production, econo- 
mies in equipment, and the widest coverage of 
audience groups ever achieved await the business 
film sponsor today. In specific fields where con- 
sumer problems are now of paramount impor- 
tance such as housing, insurance, health and safety 
education, and family matters, the films can now 
be brought before almost every influence group in 
the country. 


In the inner circles of business organization, 
the important task of relaying an exact and un- 
changed message to large numbers of widely scat- 
tered salesmen, of equipping dealers with modern 
sales methods and a thorough knowledge of the 
product and similar accomplishments may be 


safely entrusted to the visual media. 


‘te the film industry entrusted with the produc- 
tion of new and important programs of this na- 
ture, the responsibility is greater than ever before. 
It will not be met by experimenters with amateur 
equipment or the office-in-his-hat producer. It 
can only be carried out by able and _ long- 
experienced studio production organizations, 
fully staffed with able creative tal- 
ent and completely equipped. To 
the sponsor whose business needs 
such expert interpretation, the film 
offers its potent force. To an 
America badly in need of keeping 
its mind on important affairs at 
home, it provides a medium more 
thorough and forceful than a thous- 
and headlines and their attendant 
rumors. — O.H.C. 
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American Airlines 


* Tue AMERICAN SALESMAN has a lot of new responsibilities to face 
if our new kinship with Latin-America is to amount to anything. 

Now that his competitors from England, Germany, France and 
Italy are finding their respective “home offices” temporarily diverted, 
our salesman is about the only fellow who can deliver the goods. 
Perhaps this is the time to remember how much we’ve needed real 
salesmanship. Certainly American business should not accept with 
too much self-satisfaction this period of order taking. The memory 
of those rapidly rising Nazi sales curves in Brazil and other countries 
is too recent, the continued presence of determined little men of 
Nippon too mindful of our lost textile markets. 

If persistence and the weight of numbers counts for anything, 
the efforts of European and Asiatic rivals had left our typical sales- 
man well out on a lonely limb. He never understood most Latin 
Americans anyway and their opinions of him and his country have 
never been very flattering. That is, not until recently, for all this 
has been changing very fast. 

Within the Roosevelt administrations a new era of Latin Ameri- 
can cultivation has been developing. A “Good Neighbor” policy 
in practice rather than theory, it has gone far to supplant the mem- 
ory of other “Good Neighbors” of previous administrations who 
alternated loans with detachments of marines. The President’s visits 
and those of the Secretary of State have punctuated a well-developed 
program of friendly co-operation. Even when faced with Mexico's 


Santiago, (Chile) center of one of Latin-America’s foremost markets. 





Hands across 
the Caribbean... 


... @ Spanish soundtrack on a well-produced industrial film 
makes a first-rate ambassador of goodwill to your customers 
in Latin-America. To American Business the editors of Busi- 
ness Screen point out the possibilities of the film medium in 
the South and Central American Countries. 


abrupt seizure of our oil wells, we have not altered the calm and 
orderly procedure of this diplomacy. 

All of which brings to mind in paraphrase, the highly important 
thought that with all this getting of knowledge, we still need mutual 
understanding. We don’t know the Latin-Americans, neither do we 
understand their language and customs. There is little appreciation 
of these countries in the United States and probably something less 
on their part. We are too easily pictured as an aggrandizing collosus 
whose occasional bursts of generosity are to be regarded with high 
suspicion. A confused montage of gauchos, swarthy millionaires, 
Amazon Indians and lazy peons is the average North American’s 
picture of our cousins to the South. So our newly-discovered diplo- 
matic tenderness is not actually based on a spontaneous national 
spirit of kinship. Neither is Latin-America’s equally warm reception. 
What, then, is the background on which we have to build and keep 
this new export market? 

American diplomacy has merely served to insure a receptive 
customer. Europe’s war has served to create a demand by elimina- 
t.on of competition. The short and simple fact of the matter is that 
it is now up to American business to cement trade relationships 
beyond the possibility of renewed competition from abroad. This 
can only be done by applying the principles of salesmanship from 
beginning to end and the first element in this program is obviously 
that of getting and keeping the understanding of our Latin-American 
customers. Thus the preface to the important place which the sound 
motion picture and possibly the sound slidefilm can play in making 
this possible. 

Millions of feet of “educational” movies have been sent out by 
Germany to every corner of South and Central America. Shown 
in private gatherings and loaned free to movies, schools and public 
meetings, these reels portray a scenic and industrial Reich. On the 
“entertainment” side, a Nazi-financed film company is producing 
cultural films entirely for the Latin-American market. 

English “documentaries,” French, Italian and Spanish propaganda 
reels have been seen in every country and the influence of a flood of 
books and papers as well as the usual torrent of short-wave radio pro- 
grams has served all these nations in preparing the ground for trade. 
There will be a noticeable decline in this direction for some time to 
come, at least insofar as film production is concerned. The time 
would seem to be opportune for a replacement with the superior 


Rio’s famed “Sugar Loaf” guides American ships to prosperous Brazil. 
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quality of film production which our reels enjoy over most 
foreign products. Not of second-hand Spanish adaptations of 

Hollywood “C” features but of thoroughly honest, splendidly- 

produced and wholly-American reels related in Spanish and 

Portugese. In this program, a major share of responsibility rests 

on the industrialist and exporter who will benefit from this 

vitally needed education of his prospects. 

What can American Business do to help its case in Latin- 
America? The answer is that it should aid its salesmen and its 
statesmen with any acceptable educational medium at its dis- 
posal. Not only that, but it must show its customers the 
economy and efficiency of our machinery and goods and, finally, 
it should interpret North American customs and attitudes in a 
thoroughly honest fashion. 

Elliot Roosevelt, in a recent radio address, commented on 
the American salesman’s shortcomings in South America as a 
matter of not only language barriers but a lack of appreciation 
of Latin-American customs and temperament. But the Spanish 
and Portugese sound track, narrated by a native of the countries 
in which the sponsor is interested, can easily bridge the first 
gulf. The universality of the pictures themselves requires no 
apology. 

The International Harvester Company and a few of the 
biggest motor concerns have been almost the only American 
sponsors to realize the usefulness of Latin-American adaptations 
of their industrial films. In one of the few comments from 
within the industry itself, Charles Light, foreign manager of the 
Alexander Film Company recently delivered a radio address 
over the short wave facilities of the Columbia Broadcasting 
System on the “importance of the motion picture as a medium 
for cementing closer relationship among the Americas.” Alex- 
ander syndicated ad reels are offered dealers in the South Ameri- 
can market. 

American projectors of the 16mm. type are now to be found 
in almost every large city. The manufacturer list is several 
hundred machines of this type. Theatrical (35mm.) equipment 
is even more wide spread with many small towns now equipped 
for sound. American business branches can well afford to bring 
more equipment considering the reward now offered in the per- 
manent clinching of this market. 





THE LATIN AMERICAN MARKET 


its recent history in the competition g na- 
tions for the highly profitable export markets 
in South and Central America. Figures from 
the Department of Commerce. 





% Sales to Latin-America 

Table showing United States leadership in the Latin 
American markets for three recent years. Based on 
U. S. Dept. of Commerce figures 


1929 1937 1938* 
United States a tikenaoed 38.7 34.3 36.1 
United Kingdom . atime 14.9 12.6 12.2 
Ra inne aah 10.8 15.3 17.0 
 sdvesdbvewesten : 5.1 2.9 3.5 
ee. wee wee rr 5.0 2.6 3.1 
ME. ee eucssbanteed : 1.0 2.7 2.6 
*Estimate 
Purchases from Latin-America 
Showing the ratio of leadership in purchases of the 
United States for the same periods 
1929 1937 1938* 
United States 34.0 31.1 31.7 
United Kingdom 18.5 17.6 16.3 
Germany .. ; : 8.1 8.7 10.6 
France ... , 6.2 4.0 4.0 
De sana . 3.0 3.1 1.5 
Japan 1.0 1.6 1.3 
*Estimate 











Havana and Moro Castle—an important port in 
the highly profitable Caribbean trade seas. \3 
























































@ An Encutsu Banker named 
Montague once gazed at an elas 
tic check and said (among other 
things), “Tis always a mortifi- 
cation to me to observe that 
there is no perfection in humani- 
ty.” 

This remark is also, I contend, 
a fair and realistic criticism of 
industrial motion pictures. But I 
refuse to share the late Mr. Mon- 
tague’s mortification about a 
thing which has existed so long 
without appreciable change as 
human nature. 

A commercial motion picture 
evidences in its finished state 
more of the normal human fail- 
ings of its makers than any man- 
ufactured product I can think of 
offhand. 

A bolt made by the Battling 
Boiler Builders Company is the 
twin to the public of one turned 
out by the Happy Society of Bolt 
Makers. A motion picture, on the 
other hand, can be marred by the 
procrastination of its sponsor, or 
the delicate condition of the 
juvenile lead’s wife. And as sure 
as there was a_ yesterday, the 
public will note the imperfection 
—and blame the producer. 

To the reputable commercial 
film producer there is an encour 
aging difference 
crastination and pregnancy. 
When the client becomes wise to 
the fact that his delay in making 
a simple decision had to be made 
up in production to the detriment 
of the picture, he will curb his 
very human inclination to “do it 
tomorrow.” But when the actor’s 
lady learns that her meal ticket 
blew up on the set because he 
spent the previous evening ar- 
guing over babies names instead 
of learning his lines, she will flare 
up with, “What’s a picture com- 
pared to our Gwendolyn?” “You 
mean Percy, dear,” the husband 
will say. 

Procreation is likely to remain 
in the column of film-making in- 
tangibles. 


between pro 


However there are 
scores of other human foibles 
which are being brought under 
production control. And with 
each shift there is a marked im- 
provement in commercial pic 
tures. Of course, no speed laws 
are even being cracked in the 
process, vet definite progress has 
been made. 

Fundamentally, the quality of 
industrial pictures is in the hands 
of the client. He selects the pro- 
ducer and determines the treat- 
ment of his film subject. He can 
starve off the  office-in-his-hat 
producer who makes bust shots 
to save rental on skirts and trous- 
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By Robert R. Snody 


“What, if anything, is u rong 
with commercial sound motion 
pictures?” we asked Robert R. 
Snody, General Manager of 
Audio Productions, Inc. He 


was at the time on location di- 


recting Westinghouse Electric 


ers. He can also encourage and 
strengthen with his business the 
producing companies both able 
and determined to make com- 
mercial pictures second to none. 

Many clients have learned 
about motion pictures the costly 
way. Yet more important to the 
betterment of pictures than the 
source of their wisdom is the fact 
they have it. 

To illustrate, let’s flash back 
to the client who silvered the hair 
of producers and wrecked the 
homes of writers. And he did 
these things by innocently de- 
manding that the script for his 
picture be written from main title 
to final fade-out over a week-end. 
In the days of the silent commer- 
cials a few days may have been 
ample; today with dialogue and 
narrative they are reasonable for 
nothing but a mess of words. 


& Manufacturing Co.'s Techni- 
color picture, “The Middleton 
Family at the New York 
World's Fair.” 


for a 


Too busy then 
satisfactory interview, 
Bob answered our question in 


the following letter—Enptror. 


Hollywood assigns six to a dozen 
writers to a script for a period 
ranging from several months to a 
year. Knowing this, clients no 
longer expect one lone industrial 
writer to do the required research 
and come up with a commercial 
Birth of a Nation under—well, 
say a week. This naturally is a 
step in the direction of better 
pictures. 

Producers still shudder at the 
memory of the Big Committee 
formed in the client’s factory to 
pass on the script. Here human 
nature put on_ brass-knuckles. 
Each gent involved demanded 
that his department be featured; 
and to insure that it was done 
right, he gave the producer a 
copy of his last inventory with 
instructions to shoot it all. The 
producer got, of course, the 
thankless job of squeezing fifty 


reels of material into the two 
contracted for. The resultant pic- 
ture pleased neither client, pro- 
ducer nor audience. One decisive 
representative of the client—or a 
small, competent committee — 
has done wonders to remove this 
troublesome spot in picture-mak- 
ing. 

Another star in a_ producer's 
nightmare was the sponsor who 
insisted that each of his several 
hundred products be shot in 
close-up—the standard recipe for 
screen hash. And who can forget 
his twin: satisfied only when his 
name and product were men- 
tioned every time the narrator 
took a deep breath? 

Nor does one have to be Mr. 
Sims of Seattle to recall the days 
when it was little short of sacri- 
legious to mention on the screen 
a, manufacturer or his product in 
other than funeral solemnity. 

And lastly, there was the very 
human fellow who became a mo- 
tion-picture expert by the simple 
act of signing a contract for a 
single reeler. The producer that 
entered his plant and told him 
how to make shovels would have 
been bounced out on his hip 
pockets. Yet he saw nothing in- 
congruous in advising the pro- 
ducer in the highly technical cre- 
ation of a sound motion picture. 
That, of course, was different; 
everybody knows about movies. 

Well, I can hear you say, the 
future of the industrial picture 
can’t be exactly rosy if it depends 
upon picture-buyers becoming 
angels. Dead clients, you argue 
with some evidence to support 
you, can’t sign checks. 

In pictures or prose I'm a 
sucker for a happy ending. So 
I have saved for my exit the 
cheering news that Utopian 
clients do exist. Westinghouse 
Electric & Manufacturing Com- 
pany proved that to me during 
the making of its Middleton Fam- 
ily picture by Audio Productions, 
Inc. Sid Mahan, of Westing- 
house, and Dick Hunter and 
Reed Drummond, of Fuller & 
Smith & Ross, gave the prompt 
decisions, the able advice and 
friendly cooperation which makes 
working in films a pleasure. 

Well, well, I hear you say, we 
have progressed to the milestone 
of a perfect client! When do we 
get the perfect picture? 

Allowing twenty-four days for 
shooting, I should estimate about 
three months after the millenium 
when humanity attains perfec- 
tion. 

St. Peter will pick up your pass 
at the Gate of the Lot. 














EARLY FALL schedule of 
outstanding new commercial re- 
leases indicates that the commer- 
cial film is entering one of its 
greatest seasons. All studios re- 
port increased activity, with prac- 
tically every motor concern hav- 
ing at least one production shoot- 
ing and many other lines of in- 
dustry and business equally ac- 
tive on the camera lines. 


@ AN 


* An invitational preview attend- 
ed by 1500 persons on September 
27th at the Waldorf-Astoria hotel 
in New York City introduced 
The Middleton Family, Westing- 
house’s new full-length Techni- 
color feature to the trade and the 
Produced by Audio Pro- 
ductions, Inc., for Fuller & Smith 
& Ross Agency and Westinghouse 
at the Astoria (Long Island) 
studios and “on location” at the 
New York World’s Fair, The 
Middletons are presented in one 


press. 


of the most ambitious features 











The Middleton Family at the New 
York World’s Fair are seen in these 
representative stills from the Techni- 
color feature recently produced for 


Westinghouse. (Top) Young “Bud” 
Middleton learns about electricity’s 
marvels in the Westinghouse building; 
a demonstration in the Westinghouse 
theatre of new time-saving devices 
for the home and (below) “Bud” meets 
Ray Perkins “on the air.” (Audio) 


yet to hit the commercial screen. 

Distribution plans not vet con- 
firmed will bring the feature to au- 
diences throughout the country. 
Not only a generous visit to the 
New York Fair but an entertain- 
ing story and a top-notch cast 
will make this a popular “hit.” 





A cheerful smile from Mrs. Cue as an 
N.B.C. product makes her workday 
easier in the Technicolor feature at 


the New York Fair. (Wilding) 


* During the early part of Aug- 
ust, over five thousand Delco 
battery distributors gathered in 
key cities from Coast to Coast, 
to learn about United Motors 
Service’s promotional plans for 
the coming year, and to have a 
first look at the battery division's 
new motion picture, 1 Hand It 
To You, which is to play an im- 
portant part in the merchandis- 
ing of this line of products. 

The film with United 
Motors’ recommended methods of 
stimulating replacement battery 
Via the route of a swiftly 
moving dramatic story, it main- 
tains a high level of dealer inter- 
est through the entire presenta- 
tion of details on “how to pro- 
mote your battery business.” It 
was jointly planned by Duane A. 
Jones, United Motors’ advertis- 
ing manager, and Loren T. 
Robinson, vice-president of the 
Campbell Ewald Company; and 
was written and produced by 
Industrial Pictures. 

Members of the distributor or- 
ganization evidenced their enthu- 
siasm at the preview by pressing 
arrangements for showing the 
picture to dealers and their sales- 
men in their own territories. 


deals 


sales. 


These dealer showings will be 
United Motors’ repre- 


made by 





Ag 


f. 


sentatives within the next three 
months. It is expected that over 
sixty thousand battery men will 
see the picture in this period. 


* A 25-minute sound motion pic- 
ture portraying the typical life 
insurance underwriter, his prob- 
lems and functions, has been pro- 
duced by the Institute of Life 
Insurance and has recently been 
released for club — showings 
throughout the country via Mo- 
dern Talking Picture 
Produced in Hollywood by Ro- 
land Reed under the supervision 
of Fred Fidler for the J. Walter 
Thompson Company, the picture 
is entitled Truly, Ed 
Graham. 


Service. 


Yours 





Ed Graham as he appears in the new 
Life Insurance Institute sound movie 
of the same name now being released 


nationally. (Roland Reed) 


* The Kolynos Company have 
just released their new, film Styles 
in Smiles for showings before 
audiences of school children all 
over the United States. 

Styles in Smiles is a one-reel 
silent film produced by the Chi- 
cago Film Laboratory and The 
Kolynos Company in cooperation 
with Doctor William Gellermann, 
Assistant Professor of Education 
of Northwestern University, 
Doctor H. A. Clark, Director of 
the Dental Clinic, Milwaukee 
Vocational School and the Field 
Museum of Chicago. 

Before Styles in Smiles was re- 
leased it was tried out on grade 
children in 
New Jersey who gave their writ- 
ten comments on the film. It was 
next shown before a class of 
Graduate Students at North- 
western University who also gave 
their written impressions of the 


school Englewood, 











NE Bae 
asa ji , 


Delco’s new battery film I Hand It to 
You introduces this serious-thinking 
service station dealer as the film story 
unfolds. (Industrial Pictures) 


film along with criticisms. The 
reactions of the audience to the 
film while it was being shown 
were also carefully noted. Both 
the written comments and aud- 
lence reactions were used as a 
basis for making certain changes 
given to 
make prints for distribution. 
The  Kolynos 


showing this film by request only. 


before an order was 


Company — is 


A small brochure has been pre- 
pared which will be sent to school 
executives and it is anticipated 
that a large number of requests 
to show Styles in Smiles will be 
received during the coming year. 


Dental care and healthful exercise 
are two important ingredients for 
health introduced in Kolynos Styles 
in Smiles. (Chicago Film Laboratory) 













































































In the pictures shown above 
counter-clockwise from _ top 
right, an historical scene show- 
ing printing of coins in Greece 
of 400 B.C.; a Wisconsin busi- 
ness man discusses loans with 
his banker; a stranger overly 
anxious to cash a check, a boy 
at a savings teller’s window, a 
country banker congratulating 
a 4-H member on his prize 
corn; and a general view of a 
large city bank’s transit de- 
partment. Right, employees, 
officers and directors see the 
film at a Dane County meeting. 
> * - 
ILLUSTRATIONS AND 
PRINTED BY SPECIAI 
MENT WITH BANKING 





STORY RE- 
ARRANGE- 
MAGAZINE. 
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@ DURING THE FIRST four months 
of 1939 the Wisconsin Bankers 
Association showed its motion 
picture, Your Money and Mine, 
to more than 35,000 men, women 
and children, and the number 
is increasing daily. 

This experiment in visual edu- 
cation is an important addition 
to the public relations program 
begun late in 1936 on the sugges- 
tion of the association’s commit- 
tee on education and public re- 
lations. At that time Wall G. 
Coapman, the Association’s Sec- 
retary, recommended that A. R. 
Gruenwald be engaged as director 
of public relations. Shortly after 
this, special arrangements were 
completed with the Federal Re- 
serve Bank of Minneapolis to 
show their motion picture, Back 
of Banks and Business, through- 
out Wisconsin as a part of the 
association’s program. 

The cooperation of association 
members in sponsoring local 
showings, the thousands of people 
reached in a comparatively short 
time and the favorable reaction 
of the public to that film led Mr. 
Coapman and Mr. Gruenwald to 
encourage the consideration of a 
picture on banking in Wisconsin 
for the use of association mem- 
bers. The project was approved 
early in 1938. 

Then followed endless research 
and study. No state bankers 





“Your Money and Mine 


Wisconsin Bankers Sponsor a Film 


association had previously pre- 
pared an educational film of that 
type. Unlike the motion picture 
of the Federal Reserve Bank of 
Minneapolis, reflecting in the 
main the operations and services 
of one institution, the proposed 
picture of the Wisconsin Bankers 
Association would, of necessity, 
portray the functions and services 
of almost 600 Wisconsin banking 
institutions of varying sizes and 
types. 

The only safe course seemed 
to be a writing of the scenario by 
the association’s public relations 
department in cooperation with 
the producer. On this pont Mr. 
Gruenwald says: “Questionnaires, 
correspondence and checking with 
the banker, the customer and 
the public were necessary. The 
scenario was written and re- 
written, checked and re-checked 
for accuracy and to prevent, if 
possible, expensive revisions 
shortly after completion. Diver- 
gent viewpoints had to be recon- 
ciled and compromises effected. 
The legal and technical language 
of the banker had to be clarified. 
Since the picture was intended 
for the public and not for bank- 
ers, it had to be prepared from 
the viewpoint of the public and 
include the information people 
wanted and in which they were 
interested. In this, guesswork 
was omitted and the scenario 





built on public requests for in- 
formation accumulated by the 
association’s speaker’s bureau and 
public relations department.” 

The picture opens with an off- 
stage voice asking the very ques- 
tions on banking most common- 
ly asked by Wisconsin people. 
Then follows a brief history of 
money and banking to give the 
information people have sought 
and to portray the evolution of 
our monetary and banking syst- 
em, of particular interest to edu- 
cational institutions. The film 
continues with a series of inter- 
esting visits to Wisconsin banks, 
large and small, in industrial and 
agricultural areas where one is 
taken behind the scenes. 

During the first four months 
of its screenings, the majority of 
Wisconsin county banker associa- 
tions, embracing 71 counties, 
called special meetings at which 
the film was shown to 2,500 em- 
ployees, officers and directors of 
member banks prior to public 
showings in theaters and schools 
and before other organizations. 

In the period referred to, the 
Wisconsin film has been shown 
in the theaters of the state, in- 
variably as a part of the regular 
theater program, to 21,000 people. 
School showings have reached 
10,000 students and showings be- 
fore miscellaneous organizations 
total 2,500. 















































Outstanding Business Films 


Produced during 1938+1939 


@ DuRING THE PAST YEAR, the editors 
of Business Screen have seen over 
fifteen hundred commercial film sub- 
jects; have reviewed several hundred 
in the pages of this publication. 
Whether this is the largest number 
seen by any one group in the country 
cannot be definitely determined. Cer- 
tainly a great many films were pre- 
viewed that were not available to 
other sources, a good many others 
seen at the request of sponsors who 
recognized the magazine’s sole leader- 
ship in this field of discussion. 

Thus qualified by an _ intimate 
knowledge of both the producer’s and 
the sponsor’s problem and the screen- 
ing of a majority of subjects in the 
entire field, the editors have felt 
qualified to begin what is hoped to 
be an annual event . . . the selection 
of the year’s most typical films. 


Let THE WINTER StorMs BLow 


* Because there had to be a beginning 
somewhere, this year’s selection of 
films is broad and fairly inclusive of 
a number of different fields. This 
made it necessary to drop out a great 
many worthwhile subjects in the same 
field. The scope of years has also 
been broadened so that a few 1937- 
produced subjects are included be- 
cause, in the opinion of the editors, 
they achieved maximum circulation 
in the later period. For a final 
thought in this regard we might point 
out that the prize of the year could 
go to Keeping Nature on Its Course, 
produced several years ago for Hiram 
Walker (by Wilding) but still being 
seen by thousands of groups through 
the facilities of the Modern Talking 
Picture Service because the sponsor 
has had the good sense to realize 
that a commercial film has value only 
when it is put before an audience. 
Not because they are 
the most outstanding 
from the viewpoint of 
technical beauty or lav- 
ish expenditure . . . nor 
for the glamour of the 
leading lady or the 
grandeur of scenery are 
these pictures chosen. 
The reviewing commit- 
tee asked only one 
question in selecting a 
film: “how much did 





it sell and how many people saw it?” 

For this is the commercial film’s 
reason for being and the mere ex- 
penditure of a lavish productional 
budget did not necessarily assure 
agressive promotion or wide circula- 
tion. Without those elements a judg- 
ment of these subjects is as useless 
as a broadcast without listeners. 

ComMeERCcIAL V.S. DocUMENTARY 
One of the past year’s greatest pic- 
tures both from the standpoint of 
message and production was Pare 
Lorenz’ documentary for the govern- 
ment, The River. Even better than 
his Plough That Broke the Plains 
of the previous year, The River must 
be included in almost any discussion 
of outstanding non-theatrical sub- 
jects. If we consider its message a 
commercial one, then it is fitting that 
The River be added to this list. 

There are a large number of simi- 
liar examples. Excellent educational 
films produced in the vein of RCA’s 
Television and Air Waves and the in- 
teresting English documentaries. But 
we had to draw the line somewhere 
so we drew it sharply to include only 
those subjects with a direct product 
implication. Only one exception may 
be noted to this rule and that is the 
Mead-Johnson sponsored Birth of a 
Baby which was so discreetly pub- 
licized that the sponsor’s name was 
revealed only accidentally. 

Tuost Wuo Propucep THEM 
¢ Not enough credit is given here to 
the studios and to the individuals 
within their walls who contributed 
to the production of these subjects. 
To cameramen and screen writers 
and film editors and directors goes 
the “real glory” of turning out the 
audience-winners. The “real glory” 
must come in self-satisfaction, how- 
ever, for to the sponsor goes the 
credit in the eyes of the 
world. For after all, 
he’s the fellow who pays 
the bills. 

Sound slidefilms were 
necessarily carried over 
into the next issue. The 
large amount of space 
required to adequately 
treat this medium re- 
quired the separation. 
Over a thousand slide- 
films were reviewed. 


DETROIT PUBLIC LIBRARY 


“Not for the glamour of the leading lady or 
the grandeur of scenery are these pictures 
chosen. The Reviewing Committee asked 
only one question in selecting a film “how 
much did it sell and how many people saw it?” 
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AMERICAN CAN CO, 
AMERICAN TELEPHONE 


METROPOLITAN LIFE 
INSURANCE Co. 



























& TELEGRAPH CO. MILES LABORATORIES 
AETNA LIFE INS. CO. NATIONAL BISCUIT CO. 
BRISTOL-MYERS CO. NATL. ASSN. OF 


B. F. GOODRICH CO. MANUFACTURERS 
CHRYSLER SALES CORP. NATIONAL CARBON CO, 
CATERPILLAR TRACTOR SOCONY-VACUUM OIL 

COMPANY COMPANY 
COTY, INC. STANDARD OIL Co. 
DEERE AND COMPANY (IND. ) 





ETHYL GASOLINE CORP. SHELL PETROLEUM 
FIRESTONE TIRE & CORP. 
RUBBER CO. STANDARD OIL CO. 


GOODYEAR TIRE & (N..J.) 
RUBBER CO. STANDARD’ OIL CO. 
GENERAL MOTORS (OHTO) 
SALES CORP. STUDEBAKER CORP. 
GENERAL MILLS THE COCA-COLA CO. 
GENERAL ELECTRIC CO. THE PURE OIL CO. 
HOUSEHOLD FINANCE THE TEXAS CO. 
CORP. UNITED STATES STEEL 
HIRAM WALKER CORP. 
INTERNATIONAL WILLARD STORAGE 
HARVESTER BATTERY CO. 
JOHNS-MANVILLE WESTINGHOUSE ELEC. 
CORP. & MANUFACTURING 
LEVER BROTHERS COMPANY 






































































THE OUTSTANDING COMMERCIAL FILM ¥R 


TO USEFULNESS IN VARYING FIELDS 




















“AHEAD OF THE PARADE” 
A sound motion picture introducing the new Stude- 
baker Champion motor car to prospective buyers. 
* Produced for the Studebaker Corp. by Wilding 
National distribution before 
customer audiences, club groups, ete., by company 


Picture Productions. 


projectionists on tour. 


“ALL IN A DAY” 
The story of a public utility company, its services 
and customer relations. 
* Produced for the Consumers Power Company 
(Michigan) by General Business Films. Statewide 
distribution in theatres and before group audiences 
through the sponsor. 

“A PERSONAL INVESTMENT” 
“Clothes Make the Man” in this dramatic narrative 
of a young man’s ambition and romance 
* Produced for Hart, Schaffner & Marx by Caravel 
Films. National distribution via the sponsor's re- 
presentatives. 

“BASEBALL” 
The centennial story of the National League of Pro- 
fessional Baseball Clubs and an introduction to its 
* Produced for the National League and General 
Mills, Inc., by Burton Holmes Films. Distribution 
before requesting groups through the producer. 
“BOY MEETS DOG” 
A Technicolor cartoon with a humorous narrative 
points the moral of dental care for children. 
* Produced for Bristol-Myers (Ipana) by Caravel 
Films, New York city. Theatrical 
through the Caravel organization. 
“CHAMPIONS OF THE GRIDIRON” 

The film of the National Professional Football 
League together with its stars and recent games. 
* Produced for the National Professional Football 
League member clubs and General Mills, sponsor, 
by Industrial Pictures, Inc. National showings by 


team representatives and General Mills staff. 


“CHICAGO’S PARKS” 


distribution 


A series of films for Chicago's Parks shown to in- 
crease public use of recreational facilities. 
* Produced for the Chicago Park Board by the 
Chicago Film Laboratory. Distribution through local 
theatres and before local organizations. 
earned the Chicago Parks national recognition. 
“DAYLIGHTING THE PADRES TRAIL” 

Along the “Padres Trail” route of the Southern 
Pacific Railroad in California. 
* Produced for the Southern Pacific Railroad by 
Castle Films. National showings through the dis- 
tribution facilities of Castle Films. 

“EVEREADY PRESTONE REVUE” 


A complete dealer program with varied film presenta 


his series 


tions arranged for nationwide dealer meetings. 


* Produced for the National Carbon Company by 
West Coast Sound Studios. (New York). Shown 
before dealer audiences from coast-to-coast. 


“FIRST CENTURY OF BASEBALL” 
A sound motion picture on the history of the Amer- 
can League. One of an annual series. 
* Produced for the Fisher Body division of General 
Motors by Wilding Picture Productions. Distributed 
for group showing nationally through the headquart- 
ers offices of the American League in Chicago. 


“FRONTIERS OF THE FUTURE” 
The progress of research and invention promise new 
eras of opportunity. 
* Produced for the National Association of Manu- 
facturers by Audio Productions. Released national- 
ly through theatres by Modern Talking Picture Serv- 
ice with peak distribution attained during 1938. 


“HEAT AND ITS CONTROL” 
A sound motion picture on the scientific-industrial 
background to problems of heat and insulation mate- 
rials for showing to technical engineers and buyers. 
* Produced for the Johns-Manville Corp. by Caravel 
Films. National distribution before technical groups 
who arrange projection. 


“INSIDE THE FLAME” 
The technical story of carbon black, its production 
and development of the product. 
* Produced for Godfrey L. Cabot, Inc., by Caravel 
Films. Distribution by invited showings before 
technical groups. 


“JERRY PULLS THE STRINGS” 


An entertaining novelty featuring marionettes in a 
dramatic narrative on the coffee industry. 

* Produced for the American Can Company by Cara- 
vel Films. Distributed nationally by the sponsor 
and shown before jobber and retailer groups as well 
as club, church and school audiences. 


“KNIGHTS ON THE HIGHWAY” 

A sound motion picture on highway safety. Winner 
of the 1938 C. I. T. Safety Foundation Award. 

* Produced for the Chevrolet Division of General 
Motors by the Jam Handy Organization. National 
distribut-on before groups, schools and special meet- 
ings by the Jam Handy projection service and re- 
leased for theatrical showing through the Jam Handy 
Theatre Service. 


“MATERIALS” 


A sound motion picture with an excellent institution- 
al theme based on the contribution of state resources 
to the building of the modern motor car. 

* Produced for the Chevrolet Division of General 
Motors by the Jam Handy Organization. National 
distribution before club, school and dealer salesroom 
audiences through the facilities of the Jam Handy 
projection service, 
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of Color 


“MEN MAKE STEEL” 
A sound motion picture in Technicolor of the indus- 
trial and employee relations background of the steel 
industry. One and four-reel versions. 
* Produced for the United States Steel Corporation 
and Subsidiaries by Roland Reed, in collaboration 
with Batten, Barton, Durstine and Osborn, adver- 
tising agency. National theatrical distribution by 
the Jam Handy Organization; also invited showings 


“NEW ENGLAND—YESTERDAY AND TODAY” 
A scenic visit to New England's countryside and re- 
sorts of unusual pictorial beauty. 

* Produced for the New York, New Haven and Hart 
ford Railroad by the Jam Handy Organization. Na- 
tional distribution through the YMCA Motion Pic- 
ture Bureau, Jam Handy projection service and the 
sponsor. 


“SELLING AMERICA” 
The precepts which Ben Franklin used in “selling 
America” are applied to modern salesmanship. 
* Produced for national distribution to sales organiza- 
tions (by rental showings) by the Jam Handy Or- 
ganization. 


“SYMPHONIES IN FRAGRANCE” 
A sound motion picture on perfume manufacture. 
* Produced for Coty, Inc. by Loucks and Norling, 
National distribution through licensees of the Mod- 
ern Talking Picture Service with showings before de- 
partment store audiences, club and school groups. 


“THE BIRTH OF A BABY” 


Modern medicine and the maternity problem are 
presented in an outstanding educational film. 

* Produced for the medical profession through the 
cooperation of Mead Johnson & Co. Showings be- 
fore women’s groups and professional men, etc., where 
state laws permit under the sponsorship of local 
medical organizations. 


“THE HURRICANE’S CHALLENGE” 
An imstitutional public relations presentation show- 
ing the responsibility of a public utility in times 
of emergency. 
* Produced for the American Telephone and Tele- 
graph Co., by Audio Productions. National distribu- 
tion to groups, schools, etc., requesting showings. 


“THE STORY OF A HOUSE” 
A sound motion picture which contrasts the home of 
today with modern labor-saving devices with the 
old-fashioned home of yesterday. 
* Produced for the Public Service Gas & Electric 
Company of New Jersey by Audio Productions. Dis- 
tribution in the sponsor’s territory before club, social 
and church groups and in schools. 


“THE SURPRISE PARTY” 
A sound motion picture for education of service sta- 
tion dealers and the promotion of new Texaco deal- 


erships among independent retailers. 

* Produced for the Texas Company by Caravel Films. 
Projected by company 
meetings and before individual prospects. 


representatives at dealer 


“THEY DISCOVERED AMERICA” 
Travel on a modern bus through Scenic America. 
* Produced for the Greyhound Management Corp. 
by Wilding Picture Productions. National distribu- 


tion through the sponsor's sales representatives and 


the facilities of the YMCA Motion Picture Bureau. 
“TREES AND MEN” 


A public relations exposition on the Lumber mdus 
try, conservation problems and employee relations. 
* Produced for the Weyerhaeuser Timber Co. by 
Dowling and Brownell. National distribution be- 
fore adult audience groups through licensees of the 
Modern Talking Picture Service. 


“WEATHER PERMITTING” 
The research and manufacturing story behind the 
development of non-skid automobile tires. 
* Produced for the B. F. Goodrich Company by 
Caravel Films, Inc., New York city. National dis- 
tribution through company representatives before 
invited audiences, dealers, technical men and com- 
mercial buyers. 


“YANKEE DOODLE GOES TO TOWN” 
The influence of the magazine on American problems 
is related in a semi-historical narrative. 
¢ Produced for Colliers Magazine through the facili- 
ties of Metro-Goldwyn-Mayer. National distribution 
via Jam Handy projection service, others before in- 
vited groups of advertising executives, manufacturers, 


“YOUR MONEY AND MINB” 


The institutional story of banking service and tradi- 
tion told in the layman’s language. 

* Produced for the Wisconsin Bankers Association 
by Ray-Bell Films. Statewide 
bankers’ groups, business audiences and schools. 


showings before 


SPECIAL MENTION 


Produced for the Pontiac 
Handy 


LeT’s WORK TOGETHER: 
Division of General Motors by the Jam 
Organization. 

THe CHANCE TO Lose: Produced for the Plymouth 
Division of the Chrysler Corp. by Wilding Picture 
Productions. (A 1937 release which won the C. I. 
T. Safety Foundation Award of that year and 
continued its excellent work on behalf of safety 
education during 1938.) 


PROGRESS ON PARADE: Produced for the General Mo- 
tors Corp. by Audio Productions, for institutional 
good will. Theatrical and group release. 

A COACH FOR CINDERELLA: Produced for the Chevro- 
let Motor Div. of General Motors in the anima- 
tion department of the Jam Handy Organization 
for release in 1937: wide circulation in 1938. 
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Chicago Park Films 
Sell Recreation Facilities 
to the People 
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@ THose IN BUSINESS, whose job 
it is to sell a bill of merchandise, 
would no doubt think that the 
job of the Recreation Division of 
the Chicago Parks, that of telling 
the citizens of Chicago, “Enjoy 
Your Leisure Hours in Your Chi- 
cago Parks,” and convincing them 
that they should do so, was an 
easy job. 

seem to be es- 
pecially true siace most of these 
activities are free and available 
for the asking in nearly 100 field- 
houses seattered throughout the 
city, connected with 162 miles of 
boulevards and driveways, mak- 
ing them easily accessible to 
everyone, and in the 5,500 acres 
of parks, with lagoons, flower 
beds, shade trees and green grass 
—from which the “Keep off the 
Grass” signs that were once so 
prominent in the early days are 
lacking. 


This would 


Although these things are won- 
derful in themselves they are not 
the entire story—not even a 
small part of the story. There 
are swimming pools, gymnasiums, 
little theatres, banquet halls, club 
rooms, handicraft shops, art gal- 
leries, amateur radio stations, ten- 
nis courts, baseball diamonds, 
fields, horse-shoe courts, 
football fields, archery ranges, li- 
braries, fishing ponds, game 
rooms, golf courses, shower baths, 
ice-skating ponds, roque courts, 
infant welfare stations, toy lend- 
ing centers, pre-schools and 
classes in every conceivable type 
of recreational activity. 

These would seem to make the 
task all the easier. Most people 
would think, “You don’t have to 
sell the people on these services 


had 


—how can they resist them! 


soccer 


Many persons do resist them, 
They have spent more 
time in learning how to make a 


however. 


living than in learning how to 
play and to enjoy their leisure 
hours. Many of them are not ac- 
customed to leisure hours and 
don’t know what to do with them 
now that they have them. It has 
been so many years since they 
have played that they are em- 
barrassed when it comes to try- 
ing it again. The parks have as 
much sales resistance to break 
down as a sales manager has in 
introducing a product upon the 
market, and they are as anxious 
to increase the use of their facili- 
ties as the sales manager is to in- 
crease the sale of his product. 

The parks are off to a good 
start, however. An attendance of 
nearly 60,000,000 for the year is 
on record at the park facilities 
and all have participated in some 
way or other. Of course, they 
walked on the grass and napped 
under the trees, too, but sixty 
million times they actively pur- 
sued the forms of exercise or re- 
laxation they preferred. 

In spite of this seemingly large 
attendance, the pools are not 
completely filled in summer, nor 
is every square foot of space on 
the ice rinks taken up in winter, 
nor is every person who desires 
to learn to paint actually paint- 
ing, nor is every person with a 
desire to act, a member of one 
of the little theatre groups. 

The Recreation Division’s job 
is to try to make more of the 
citizens realize that Chicago has 
the finest park district in the 
world and to create in them a 
desire to participate in some of 
the advantages offered them. 


In this effort, the parks have 
used a four-fold movie program. 
First, a series of 16 mm. silent 
movies, both black and white, 
and colored, have been taken by 
a regular park photographer, to 
be used mainly for illustrating 
talks and lectures. The great ad- 
vantage of these films is their 
pliability. They can be cut and 
reassembled so as to be especially 
applicable to each lecture. 

Second, hundreds of feet of 35 
mm. black and white film has 
been made of different forms of 
athletics. These films are used 
to analyze the fundamentals of 
the different sports and are taken 
mainly in slow motion. They il- 
lustrate the form that the cham- 
pions use in such activities as 
diving, tennis, baseball and tumb- 
ling. These films have also been 
used to illustrate instructional 
material on the various activities 
in the booklets which the Chicago 
Park District have published and 


Modern Recreation 
Series of Booklets. There are 29 
of these booklets now off the 


called the 


press. 

The third and, perhaps, the 
most important type of movie, 
as far as publicity is concerned, 
are the 35 mm. sound movies pro- 
duced professionally for the parks 
by Chicago Film Laboratory. 
These carefully worked out films 
depict the activities available in 
the Chicago Parks in such an at- 
tractive way that it is hard to 
resist their appeal. After seeing 
the first one, which is called Fun 
on the Water, which is narrated 
by Bob Elson, the spectator 
wants to go to one of the craft 
shops and build a kayak or a 
dinghy, or to go down to the lake 
to swim or participate in the 
many other water front activities 
that are available in Chicago’s 
front yard. After seeing the film 
he not only wants to participate 
in the recreational activities that 
it depicts, but he also feels a 
tingling of pride that he lives in 
a city that is not only beau- 
tiful, with its 28 miles of shore 
line, but that is most progressive- 
ly leading the world in providing 
recreational facilities and pro- 
grams. Three of these films have 
been produced to date. They are 
all about 350 feet in length and 
run ten minutes. 

The Chicago Park District is 
the first organization in the city 
to tell Chicago, through the me- 
dium of moving pictures, about 
Chicago people and what they 
are doing. This is also at least 
one of the first times that such 
a thing has been done in any 
city. The pictures are in fact a 
kind of Chicago newsreel through 
which important achievements 
are brought to public attention. 

The second picture, entitled 
Thrills and Pleasures in the Chi- 
cago Parks starts out by pictur- 
ing a group of boys playing foot- 
ball down by the railroad tracks. 
They look tough and are tough, 
considering their tender ages. The 
kids from the other side of the 
track come over and, as Bob 
Elson says in his narration, “It 
was man to man, an eye for an 
eye and a tooth for a tooth.” 


From the rough tactics of the 
players in the first scene, the pic- 
ture shows an orderly group of 
football players in uniform, play- 
ing the game under the tutelage 
of a park instructor. Then the 
reel rapidly shows scenes on the 
golf courses, tennis courts, lawn 
bowling greens, outdoor badmin- 


(Continued on page $4) 
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Lessons in thrift are pleasantly absorbed by New York Fair-goers who view the educational exhibits and visit the Household 
Finance theatre in the Consumers building where entertaining motion pictures make this one of the Fair’s popular attractions. 





The World’s Fair Survey 


OF MOTION PICTURES AND SLIDEFILMS AT THE FAIRS 


@ Tue MOTION pPicTuRES and other visual 
media at the New York and San Francisco 
Fairs have had one important task to per- 
form. Their job has been simply that of 
attracting the largest possible percentage of 
visitors attending the Fairs and then holding 
their attentive interest for the longest pos- 
sible time. 

The exhibitor’s investment in space, dis- 
play materials and maintenance expense can 
pay dividends in only two ways: more sales 
or an improvement in the public’s attitude 
toward his product or service, which amounts 
to the same thing. Just how much he got 
for his money can be gauged primarily by the 
number of folks who saw his show and the 
length of time he was able to keep each one 
interested in his story. 

This survey has been largely focused on 
facts and figures gathered by Business Screen 
representatives in a five weeks’ study at the 
New York World’s Fair. San Francisco’s 
part in it is a minor one simply because 
there were relatively fewer persons in attend- 
ance there although a high percentage of 
these attended the numerous screenings of 
commercial subjects. For example there was 
only one business film auditorium of any size 
in the West, whereas New York boasts of 
eight large theatres entirely devoted to this 
type of presentation without including the 
lavish theatres of various foreign govern- 
ments. These might, after all, be included 
since their purpose is entirely one of com- 
mercial salesmanship whether of political ide- 
ology or products. What San Francisco lacked 


in commercial theatre facilities it did make 
up in continuous screening of sponsored films 
in a 170-seat theatre provided for the co- 
operative use of a large number of exhibitors. 

New York’s role provides, on the other 
hand, an excellent study of showmanship 
methods, of production techniques and of 
equipment. One hundred and thirty-odd pro- 
jectors were in operation on almost-continu- 
ous ten to twelve-hours-per-day schedule, 


Vital Statistics 
of the World’s Fair Survey 


Average attendance figures for eight typical 
commercial film theatres. Showings range 
from ten to forty-five minutes each; the aver- 
age being about twenty minutes in length. 
Attendance figures vary according to total 
Fair attendance per day and per period. 


* Exhibitors * Showings * Seats * Daily 


Visitors 
Chrysler Theatre 35 339 =: 111,865 
Coty, Inc. 18 81 1,485 
General Motors 10 650 6,500 
Household Finance 20 180 3,600 
Johns-Manville 8 150 1,200 
MacFadden Publ. 14 226 3,164 
National Biscuit 43 262 = =11,266 
Petroleum Industries 30 168 5.040 


seven days a week. Modern air-conditioned 
theatres contrasted with open exhibit spaces 
providing folding chairs. The pictures them- 
selves ranged from lavishly entertaining color 
subjects and dramatic features to the simple 
“factory run-around.” The degree of show- 
manship which accompanied the screenings 
ranged from attention-compelling exterior 
displays and aggressive publicity and promo- 
tion to almost absolute silence. 

The facts that counted most were those re- 
lating the attendance figures recorded for 
the theatre setups. From San Francisco, the 
authenticated report of Hills Brothers Coffee 
shows an average attendance of 10,000 per- 
sons a week at the 40-minute performance of 
‘Behind the Cup’ the Company’s Cinecolor 
feature. Back in New York, the National 
Biscuit Company’s two Technicolor films 
played to more than 10,000 persons a day 
with Saturday and Sunday totals ranging 
well over 12,000 a day, the maximum capacity 
of the 262-seat theatre based on approximate- 
ly forty-eight 15-minute showings. 

Attendance figures at other New York Fair 
theatres were influenced by the varying 
lengths of performance (ranging from a maxi- 
mum of 45-minutes to a 10-minute mini- 
mum), on the degree of showmanship em- 
ployed and the regularity of the screening 
schedule. One theatre, that of Metropolitan 
Life, was not included in Business Screen’s 
survey of principally active theatres (see 
Page 23) because of varying daily screening 
schedules and a combination program which 
included musical combinations, etc. A simi- 


[21] 














































































































































































































































lar variety show was offered in the 650-seat 
General Motors theatre but films retained a 
definite 15-minute period on each program 
every day. 

The largest attendance total per day was 
undoubtedly registered by the Chrysler the- 
atre which featured a three-dimensional sub- 
ject In Tune With Tomorrow. A daily total 
of 12,000 persons attended the thirty-five 
10-minute performances and the weekend to- 
tals were undoubtedly much larger because at 
least 40 performances were possible and the 
theatre was usually filled to its 339-seat ca- 
pacity with a waiting line for every per- 
formance. 

The Survey cannot compare the drawing 
power of the motion picture attractions to 
the tremendous crowd-pulling exhibits offer- 
ed in General Motors Futurama, the Ameri- 
can Telephone and Telegraph, Glassmaking, 
Ford, Westinghouse, DuPont, Firestone and 
RCA buildings. Here millions of dollars have 
been spent in construction and maintenance 
by large permanent staffs of service em- 
ployees. But on a dollar-for-dollar basis and 
on the very serious consideration of sales 
story receptiveness, the exhibitors featuring 
films are at least even with, if not ahead, 
of the Fair’s most popular attractions. 

For exhibitors like General Motors, Johns- 
Manville, and Coty, the film is not a major 
attraction but undoubtedly performs a valu- 
able function of complementing other ex- 
hibits to complete a well-rounded sales story. 
In the case of the Chrysler show, the film 
theatre has undoubtedly figured in actually 
drawing and keeping many additional visitors 
in the exhibit building. For National Biscuit, 
Household Finance, Bromo-Seltzer, Lucky 
Strike, Petroleum Industries, MacFadden 
Publications, and many others, the motion 
picture is the exhibitor’s ace drawing card 
and if it does not supply the entire “selling” 
approach, its influence is of key importance 
in sending the visitor away with a memor- 
able experience associated with the exhibit. 

The films and their production, together 
with an impartial analysis of the outstanding 
types present, are reviewed elsewhere in the 
Survey. The rest of the story is approached 
from a twofold slant: first from the stand- 
point of the major film exhibitors presenting 
their subjects in an especially constructed 


(Continued at top of next page) 


INTERIOR VIEWS OF MODERN BUSINESS 
theatres at the New York World’s Fair. 
(Top) the symetrical curves of the well- 
executed MacFadden theatre design are an 
outstanding contribution to this field. (Se- 
cond from top) Johns-Manville provides 
acoustical perfection with comfortable theatre 
(Third from top) 
Household Finance's air-conditioned auditor- 


seating for 156 persons. 


ium seats 180 in comfortable Irwin chairs. 
(Second from bottom) The colorful exterior 
of the National Biscuit theatre invites the 
Fair visitor within. (Bottom) The glamor- 
ous interior of Coty’s building makes a luz- 
urious “lobby” for the Coty theatre—en- 
trance may be seen at the right. 








THE FILMS AT THE 
GOLDEN GATE FAIR 


EXHIBITORS WITH THEATRE SETUPS 











Armour & Co. “Star Theatre’ 70 seats 
Projector: Model 120 Filmosound 
Feature: ‘The Romance of Foods” 


Hills Bros. Coffee Theatre 160 seats 
Projectors: 3 Holmes 35mm. with Strong low- 
intensity arc; Jensen high-fidelity speaker 
system 
Feature: ‘Behind the Cup” in Cinecolor 
Seats: American Seating Company 
National Biscuit Company "Little Theatre 
Projectors: 2 Model 140 Filmosounds 
Features: ‘Mickey's Surprise Party” and 
Around the Clock With the Cues 


Paraffine Cos., Inc. 24 seats 


‘ 
Projectors: Model 138 Filmosounds 
Features: ‘Peter in Pruneland” etc. 
Addressograph-Multigraph Corp. 2 seats 
Projector: Model 138 Filmosound 
Features: “Foiling the Villain 


‘On the Carpet” (Marionettes) 





COOPERATIVE SHOWINGS IN THE 
HALL OF SCIENCE (170 SEAT) THEATRE 





Yontinuous Schedule) 


Feature: 


Films Are Rotated on a 
Sponsor: 
Aetna Life Ins. 


inding the Alarm” 
ind ‘Bad Master” etc. 
wn-Zellerbach Paper Cx 


i1Pont de Nemours 
“Wonder World of Chemistry” 
xeneral Electric Excursions in Science”’ etc. 
General Motors “Progress on Parade” etc. 
Weyerhauser Lumber Co. ‘Trees and Men” 





GENERAL EXHIBITS FEATURING CONTINUOUS 
AND OTHER FILM PROJECTION SETUPS 
Exhibitor: 
Perfect Sleeper Co. ‘Goldie and Three Beds” 
Projector: Model 138 Filmosound 
Screen: _ DaLite 





Feature: 


Sea Island Sugar Co. ‘Crystalized Energy” 
Projector: Bell & Howell Filmosound 





OTHER EXHIBITORS AND EQUIPMENT 
(Showing Industrial, Scenic and Misc. Films) 





Alta California Counties 
Argentina 

Bethlehem Steel Company 
Better Babies Exhibit Victor Silent 
-alifornia Commission 120 Filmosound 
California Commission Victor Sound 
California Commission 35 mm. Sound 
California Polytechnic 120 Filmosound 
Chile (Government) 138 Filmosound 
Denver & Rio Grande R. R. Amprosound 
Douglas Fir Plywood Assn. Kodascope E 


Amprosound 
Filmosound 
138 Filmosound 


DuPont de Nemours Filmo Silent 
France (Pavilion) Filmosound 
General Electric Company Filmo Silent 
Goodrich Tire Company Amprosound 


Grayline Tours 138 Filmosound 


Hawaii —35 mm. Sound 
Italy (Pavilion) 35 mm. Sound 
Japanese Pavilion 35 mm. Sound 
Netropolitan Life Ins. Co. Victor Silent 
Natl. Adv. Comm. Aero. Victor Sound 
Oregon 142 Filmosound 
Pacific Gas & Electric 142 Filmosound 
Pacific House 142 Filmosound 
Pennsylvania Railroad Amprosound 
Petroleum Exhibitors Filmo Silents 
Phillipine Pavilion 130E Filmosound 
Republic of Colombia —Kodascope G 
Republic of Panama Filmosound 
Sacremento & Lake Tahoe Reg. —16mm. Silents 
alvation Army Victor 


nn 


San Francisco Building 

hasta Cascades Counties 
Simon Manufacturing Company 138 Filmosound 
Western Sugar Company 120 Filmosound 
Wyoming 129D Filmosound 


. 
Amprosound 
129 Filmosound 


Iw” 














theatre, and, secondly, in a fairly thorough listing of practically every 























other form of projection, including cabinet and rear-screen continu 
ous, silent and sound showings. The story of the theatres and of pro- 
jection equipment will offer some valuable experience for futur 
reference. The rest of the theatre story is also significant since it 
involves some discussion of promotional failures and successes 

Business Screen’s Survey calls attention to the excellence of 
design which distinguishes the business film auditoriums. From the 
elaborate luxury of the cinema in the French Pavilion to the equally 
impressive modern simplicity of the McFadden, National Biscuit, 
Johns-Manville, and Household Finance theatres, no effort has been 
spared in making these halls physically attractive and acoustically 
perfect. Johns-Manville shines in this latter case with walls and 
ceiling acoustically perfected with Perforated Flexboard with a sound 
absorbtion base of Blanket Rock Wool. 

But in these perfect settings are often presented extremely. slip- 
shod screenings and this is directly traceable in most instances to 
inexperienced and inattentive operators. In one or two further in- 





(Left) The projection booth of the 650-seat General Motors theatre 





MODERN BUSINESS FILM THEATRES AT THE NEW YORK WORLD'S FAIR 


* PROJECTORS * SCREENS * OTHER EQUIPMENT 










* EXHIBITORS * PICTURES * NUMBER & MAKE OF SEATS 





1. Chrysler Motors “In Tune with Tomorrow” 339 American Seats Motiographs (2) with Walker-American Brankert Lamps 
Selsyn drive Air-Temp Air Conditioning 


































Bell & Howell Sound 





Coty, Inc. ‘Symphonies in Fragrance’etc. 81 Stokmore Seats 








3. Easiman Kodak* “The Cavalcade of Color’ No Seats Eastman Slide Proj. (11) Raven Screen (11) York Air Conditioning 


4. General Motors “Progress on Parade’ etc. 650 Heywood-Wakefield Simplex (35 mm) Walker-American Strong Utility Lamp 
Frigidaire Air Conditioning 


i 5. Household Finance “Happily Ever After” etc. 180 Irwin Seats Amprosounds (2) DaLite Beaded Armo Air Conditioning 
6. Johns-Manville* “Heat and Its Control” etc. 156 Heywood-Wakefield Victor Sound (Cont.) (2) Flatlite Nash-Kelvinator Air Cond. 
' 7. MacFadden Publ. “T'll Tell the World” 226 irwin Seats Kodascope-Sound (2) Raven Typhoon Air Conditioning 
8. National Biscuit “Around the Clock” 262 American Seats Simplex (2) Raytone Perforated 2 Peerless Magnar Lamps 

“Mickey Mouse” Frick Air Conditioning 
9. Petroleum Industries" “Pete-Roleum & His Cousins’ 168 Royal Metal Seats Simplex (2) Walker-American 2 Peerless Magnar Lamps 
10. Science & Education The City” etc. 250 Seats Simplex (2) aie 2 Peerless Magnar Lamps 
ll. Argentina Industrial & Scenic films 400 American Seats Simplex (2) Walker-American Century Air Conditioning 


Victor-Sound 


12. British Empire British Documentaries 250 Seats Thompson Houston-Sound = 
Bell & Howell-Sound 


13. France French travelogues, etc. 350 Seats Simplex (1) 1 Peerless Magnar Lamp 
Bell & Howell-Sound 


14. Sweden Swedish progress-industries 150 Swedish Seats Kodascope-Sound Raven . 1 Strong Utility Lamp 


15. U. S. Soviet Rep.* Russian industrial films, etc.325 American Seats Simplex (4) Walker-American 4 Peerless Magnar Lamps 
York Air Conditioning 





16. United States* “These United States” etc. 365 American Seats Simplex (3) Walker-American 3 Peerless Magnar Lamps 





*—not including misc. film exhibits (see other chart). 


Dynamic modern design draws the visitor into the 
Steriopt:can viewers at attention” as Chrysler unfolds its clever three- MacFadden theatre where the screen features “I'll Tell 
dimensional film “In Tune With Tomorrow” in the Chrysler theatre. the World” a dramatic picture with a well-known cast. 
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stances ordinary lamp projection was too ap- 
parently insufficient for proper illumination 
and are equipment badly needed. However, 
audience distraction caused by poor operat- 
ing technique (improper focus and unregu- 
lated sound volume) was the most apparent 
failing. The excellence of most of the com- 
mercial theatre presentations served to throw 
the others into sharp relief. 

The successes registered by films far out- 
weigh these small shortcomings, however, and 
most noteworthy of these were the Chrysler 
novelty already mentioned, the MacFadden 
and National Biscuit showings, Household 
Finance, Coty, Coca-Cola, Lucky Strike, 
Bromo-Seltzer and even such small setups as 
Lee Hat’s tiny theatre. Reason: good films 
were put over with good exhibit showman- 
ship. Because the Chrysler show demanded 
a Polaroid viewer, an excellent souvenir was 
thus provided, handily die-cut as the front 
view of a Chrysler car. Lee Hat provided 
free mailing of penny post cards featuring 
the theatre. MacFadden provided a colorful 
souvenir program with pictures of the cast 
and scenes from the film as well as a synopsis. 
Then, too, the exterior of the MacFadden 
setup, pictured elsewhere in these pages, 
provided an irresistible lure to the picture 
within. Household Finance gave the visitor 
booklets and Bromo-Seltzer had a _ novel 
“flip” book. 

The best promotional job was done by the 
exhibit designer in most cases. As pictured 
on the opening page of this Survey, House- 
hold Finance built its exhibit around the 
movie theatre front as did National Biscuit. 
Lee Hat and, at San Francisco, Hills Brothers 


Coffee. 


Three producers in action: Walt Disney 
sees sketches of “Mickey's Surprise 
Party” (NBC); (center) Joseph Losey 
in action filming “Pete-Roleum and His 


Cousins”; (right) Jack Norling (back 
to camera) in production of the three- 
dimensional novelty, “In Tune With 


Tomorrow” for Chrysler. 


Reviewing the ee * 


* THE LIST OF CONCERNS producing films 
especially for World’s Fair showing is longer 
than those who adapted previously made 
pictures. Such attractions as In Tune With 
Tomorrow, Around the Clock With the 
Cues, Happily Ever After, I'll Tell the 
World, Refreshment the World Over, The 
Story of Lucky Strike and Behind the Cup 
(at San Francisco) represent a special endea- 
vor to present a short entertaining program 
with emphasis on direct salesmanship. 


The First Films of the Fair: 


(Special Mention to “Refreshment the World 
Over” (Coca-Cola); “Mickey's Surprise 
Party” (National Biscuit); “Pete-Roleum 
and His Cousins” (Petroleum Industries) and 
the Gillette short subjects.) 


“AROUND the CLOCK with the CUES” 


A Technicolor short subject especially pro- 

duced for exhibit showings at the New York 

World’s Fair. 

* Produced for the National Biscuit Com- 
(Left) Audience members enter the 


National Biscuit Company’s theatre. 
(Below) Children enjoy Chrysler's film. 





pany by Wilding Picture Productions. Now 
showing at the Fair. 


“HAPPILY EVER AFTER” 
A dramatic story on family finance problems 
presented in an impartial, non-advertising 
manner. 
* Produced for the Household Finance Cor- 
poration by the Jam Handy Organization. 


Now showing in the Household theatre at the 
New York World’s Fair. 


“PLL TELL THE WORLD” 


A dramatic narrative tells the story of adver- 
tising’s influence on a typical American 
family. 

* Produced for MacFadden Publications by 
Splay Commercial Pictures, in collaboration 
with Herbert Crooker. Showings in the Mac- 
Fadden theatre at the New York World’s 
Fair and shown nationally before advertising 
and business executives at invitational “pre- 
views.” 


“IN TUNE WITH TOMORROW” 


An outstanding three-dimensional film novel- 
ty showing the assembling of a Plymouth car. 
* Produced for the Plymouth Division of the 
Chrysler Corp. by Loucks and Norling. Now 
showing in the Chrysler theatre at the New 
York World’s Fair. 


“THE STORY OF LUCKY STRIKE” 

An entertaining short subject on the produc- 
tion of the Lucky Strike cigarette from field 
to the consumer. 
* Produced for the American Tobacco Com- 
pany by the Jam Handy Organization. Now 
showing in the Lucky trike building at the 
New York World’s Fair. 





At the San Francisco Fair 


“BEHIND THE CUP” 


A Cinecolor production on the growing and 
processing of coffee, produced for showing 
at the San Francisco Fair. 


* Produced for Hills Brothers Coffee by Ken 


Allen. Now showing at the Golden Gate 


International Exposition. 










































































GENERAL EXHIBITS FEATURING — AT THE NEW YORK FAIR 
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* PICTURES 
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* EXHIBITORS * PROJECTORS * SCREENS 


1. Aetna Life Insurance Co. 








“AllStar Drivers” etc. Bell & Howell Sound (C)* 


Ground Glass-(RP)* . 


_Teensten (RP) 





2. _ American Tobacco Co. 


Simplex-Peerless Lamps 


Bell & Howell Sound © 


ry a Lacky Suto” 


3. Boys Gu of America 


Bicoed extvity films Mo. Pic. Scr. & Ac. 


4. Beate esas Company Mo. Pic. Scr. & Ac. 


5. Canadian Natl. BR. 


“World of Dey After Tommorrow” Ampro Silent © 





Scenic travelogue films 


Medical Ed. subjects 


_ Bell & Howell Silent (C) Raven 


Adv. Projector (C) 


_“Retreshment the World Over” Bell & Howell Sound :(C) 


6. Cancer Exhibit (Health) 


Ground Glass (RP) 





7 _Coce Cola Company 


plaster board 


Adv. Projectors (7-C) 


8. Consumers Bldg. (Focal) 


_ Special Focal Exhi. Films 
9. Eastman Kodak Company 


painted wall 


Raven (3) 








_lndushial Films Kodascopes (2-C) 


Ampro Silent (C) eee 
Bell | & Howell | (C) 





10. Elgin Watch Company “Time” industrial film Latex rubber (RP) 


ll. Emerson Drug Company -™©=.., wo, 
fia ; (Bromo-Seltzer) 
12. Gillette Company 


48. Hart, Schatiner & Marx 


14, Johns-Manville Corp. 


“Gooty Newsreel” etc. Bell & Howell Sound C) 


Raven 








“The Gay B Blade.” etc. Mo. Pic. Scr. & Ac. 


Amprosound (C) 


“A Personal Investment” Bell & Howell Silent (C) DaLite Datex (RP) 





“Sound and Its Control” etc 


15. Lee Hot Company “The Hat Parade” 


16. napees Life 


Victor Silent (6-C) 





Flatlite (6-RP) 


Bell & Howell Sound (C) DaLite Beaded 


Victor Sound — 
Victor Silent (C) 


“Once Upon a Time” etc. 


17. Natl. Adv. Com. Aero. 


Translux (2) (RP) 


Aviation research films 


“The Shadow on the Land,” 


Bell & Howell Sound (C) 


DaLite Datex (RP) 
etc.Bell & Howell Silent (C) 


18. Parke Davis Company 


19. Planters Nut é Cho. Co. 


Latex Rubber (RP) 


“Mr. Peanut & His Family Tree’ Victor Silent (C) Latex Rubber (RP) 


20. Railroad Suppliers Bell & Howell Sound (C) 


Rail transportation films 


“Inbad the Ailer”’ 


Raven 





21. Schetes Corp. (Sarcka) Amprosound (C) Mo. Pic. Scr. & Ac. 


22. Quite (Pet. Ind.) 


23. Yale & Towne Mig. Co. 


Petroleum industry films Bell & Howell Silent (C) 





“Home Defense” etc. Bell & Howell Sound (2-C) ground glass 





24. Ashenses 


25. Florida 


Victor Sound —— 


Seonte & Commercial films 


Bell & Howell Silent 


‘Scenic & Commercial films 


Scents & Commercial films 





Latex Rubber (RP) 
26. Ohio 


27. New York City 


Bell & Howell Sound (2) DaLite Beaded 


Civic films—eng. progress, etc. Victor Silent (6-C) ground glass (RP) 








28. Belgium Scenic & Documentary films Simplex (2) Peerless Lamp a 

29. Brazil Scenic 6 Commecsial films Simplex (2) Peerless Lamp — 

30 Ceideameaiie Scenic & Penieseateie films Victor Sound a 

31. Cuba Scenic & Gena films Bell & Howell Silent ~ 

32. Denmark Scenic & Commercial films Bell & Howell Silent (C) DaLite Beaded 
2. Suutieee Rep Scenic & Commercial films Bell & Howell Silent DaLite Beaded 
34. Finland fesue 6 Comnchd es a> & aoa aoe om DaLite Datex (RP) 
35. naren ; Raven 


_ Scenic é Commercic! films Bell & Howell Silent (2) 


36. Palestine Historical documentary film Bell & Howell Sound (C) 


Translux (RP) 





37. Poland Scenic & Documentary films Bell & Howell Silent 


DaLite Beaded 








Scenic travelogue film Bell é Howell Sound Raven (RP) 








Industrial documentary films Bell | & Howell Silent (18- ©) Translux (18-RP) 


40. United States (Federal) Govt. works films, etc. Bell & Howell Silent (2-C) Raven (RP) 


*(C)—semi-automatic continuous projection equipment. **(RP)—rear-screen projection. 


Projection Ingenuity Makes Eastman Kodak’s Show a World’s Fair Hit» 
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; 
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@ The picture at tup ot page graphically demonstrates 
the size of the projectors used in the Eastman Kodak show 
of color photography. Here are shown only the frame and 
lenses of one projector and, back of lens to the right, one 
of the lamp houses and heat filter. Workman is shown 
installing one of the two 2500-watt lamps. Complete, each 
projector weighs 2700 pounds. Eleven are used to illumi- 
nate the screen which is 22 feet high and 187 feet long. 


@ Kodachrome transparencies used in the Kodak color 
exhibit are similar in size to those anyone can take with 
4 miniature camera. But in the Kodak show, each slide 
is shown on the screen enlarged to 17 by 22 feet. Here, 
you see a standard 2 x 2-inch Kodachrome slide, as used 
in thousands of home projectors. Center is a Koda- 
chrome transparency, mounted on optical glass, and a 
die casting to fit it. At right is the complete assembly 

transparency and casting—ready for bolting to the pic- 
ture drum of one of the Kodak World's Fair projectors 


@ The huge fine-pitch ring spur gears used in the Kodak 
projectors are the largest gears of this type ever made. 
Each has 1440 teeth. Kodachrome color slides, each 
mounted on a toothed die casting, are bolted to these 
“drum” gears—96 slides to each drum. Picture shaws 
workman installing slides on drum 


@ One of the cleverest mechanisms in the Kodak pro- 
jectors is the optical registering device, a small plate of 
selected optical glass which spins as the film drum turns 
Refraction through the glass keeps the image centered 
in the lens—and rock-steady on the screen—even if the 
slide is slightly out of position. 






MORE LIFE 
IN LIVING! 


A Burton Holmes Motion 
Picture produced for 
the National Dairy 
Council 


@ Millions of people lack the vitality 
they need for successful living be- 
cause they fail to realize the im- 


portance of balanced diet 


A Burton Holmes Film produced for 
the National Dairy Council, “More 
Life in Living” is educating these 
people to the importance of the 
protective foods, especially milk 


and milk products. 


Whatever your problem may be, a 
letter or postcard will open the way 
for a frank discussion of its solu- 


tion through the film medium. 


Address Business Films Department: 


Burton Holmes Films, tue. 


7510 North Ashland Avenue 
PRODLCERS @ 





DISTRIBL TORS @ 





VITALITY 


The vital elements of 


modern industry .. . 
Selling 
Training 
Public Relations 

are putting 
MORE LIFE 
IN 
BUSINESS 
with Burton Holmes 


Motion Pictures and 
Slidefilms 








3 Chicago. Hlineis 
LABORATORY SERVIC 








On a 1300 square foot Raven Screen, 
the CAPITOL THEATREin New York 
City, recently projected “*The Wizard of 
Oz” —the fantasy in technicolor. The 
Capitol Theatre was built in 1919; seats 
1400 people at one time; New Yorkers 
first see M-G-M releases at the ¢ apitol 
Theatre. Such titans as “The Great 
Ziegfeld” and “San Francisco” were 
here first presented to the world’s most 
eritical audience. Capitol Theatre goers 
demand faithful picture reproduction. Of 


course the Capitol uses a Raven Screen 











RAVEN SCREEN CORPORATION 
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Those who make the movies a business 
pecify Raven Screens for accuracy of 
re production and eye-ease. These same 
qualities are incorporated into Raven's 
amateur line. Slightly modified for home 
use, the same fabrics used by professional 
houses are available to the amateur. Ask 
your dealer to show you Raven 


H iFTONE or BEADED. Both these 


fabrics come in a large variety of sizes 


and mounts, for Raven makes the most 
complete line of amateur screens. And 
remember—when you buy a Raven 


you buy the screen the professionals use. 








314-16 EAST 35th ST.N.Y.C.. 


ee 
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“Behind the Cup” in Cinecolor 
Proves Hit Show in the West 


@ UNUSUAL IN 


MANY RESPECTS 
in the field of commercial and 
industrial motion pictures is the 
recent production Behind The 
Cup made by Ken Allen of San 
Francisco for Hills Bros. Coffee, 
Inc., 62-year-old coffee roasting 
concern, one of the largest in its 
line in the country. 

Produced in Cinecolor, this pic- 
ture brings to the screen for the 
first time in natural color the 
complete story of coffee from tree 
to cup. Far from being the most 
pretentious undertaking in busi- 
ness pictures, this film is classed 
as unusual because of the unique 
circumstances involved in_ its 
production. 

Ten years ago Producer Allen 
made a similar picture in black 
and white for this same concern, 
since then others on the same 
subject—coffee—one for the Co- 
lombian Federation of Coffee 
Growers. And during the inter- 
vening period he has cared for all 
the photographic requirements— 
still and movies—of Hills Bros. 
Coffee, Inc. So his association 
with and knowledge of the coffee 
business has been far more than 
just that of an interested specta- 
tor. 

Next, the story of coffee as 
presented in Behind The Cup is 
not that of an independent writer. 
but the script and narration, in 
their entirety, represent the col- 
laboration of all technical de- 
partments in the client’s business, 
through their Advertising De- 
partment, to develop with the 
producer a story that would prop- 
erly integrate “picture finesse” 
with the educational and _ sales 
message that they 
bring to the public. 

And finally the 


wished to 


picture is 


unique because its cast—with the 
exception of individuals involved 
in the scenes of coffee growing 
and a_ grocery store—are em- 
ployees of Hills Bros. Coffee, Inc., 
all engaged in their everyday ac- 
tivities, not excepting the narra- 
tion done by T. C. Wilson, Ad- 
vertising Manager, which _per- 
sonalized the picture for the com- 
pany in a way that would not 
otherwise have been 
plished. 

Business firms do not make 
pictures just for the thrill of see- 
ing a camera turned in their 
plant. They must have an objec- 
tive. In this case it was the Gol- 
den Gate International Exposi- 
tion on Treasure Island in San 
Francisco Bay. Nearly two years 
ago Hills Bros. Coffee, Inc., faced 
with a desire to participate in this 
World’s Fair, concluded—in view 
of their eight years of experience 
in the distribution of a coffee pic- 
ture in black and white (16 mm. 
and 35 mm. silent — average 
monthly audience about 10,000) 
—that the way to exploit their 
product at such an affair in keep- 
ing with the company’s ideals and 
policies, was through motion pic- 
tures. 





accom- 


The story of coffee production 
had not changed since the ori- 
ginal picture, but sound could 
ho longer be ignored, and colo 
had become a reality. 

What color processes were 
within the realms of possibility 
from the standpoints of proven 
results and unprohibitive cost? 
Duplicating of 16 mm. was still 
an uncertain quantity, and the 
field of narrowed 
down to Cinecolor, just on the 
verge of moving into their mar- 
velous new processing plant in 


possibilities 


“The Peacemakers” mural in the Court of Pacifica on Treasure Island 























Typical ae e plantation scene 
in “Behind the Cup” 
(Copyright 1939 by Hills Bros., 


Inc.’ 


Burbank, California — 
entrance to Hollywood. 

Strangely enough the second of 
the two main parts of the picture 
—in the Hills Bros. coffee plant 
—was made first, then the cof- 
section, and finally 
the beginning and ending which 
involved lip-synchronized scenes 
shot in Hollywood. 

Of the various countries in 
which the growing of coffee might 
be filmed, Hills Bros. Coffee, Inc. 
chose El Salvador in Central 
America, and to that smallest of 
Central American republics late 
last Fall, Allen and his assistant 
made their way via_ steamer 
loaded down with full equipment 
packed into a sturdy Ford sta- 
tion wagon. 

Air Express—by Pan Ameri- 
can—brought the film roll by roll 
from El Salvador to Los Angeles, 
so daily rushes could 
answer before it was too late for 
retakes. 

Finally the cameraman cam 
with 6.000 feet of gorgeous 
tucked safely 
the Cinecolor vaults. Then came 
the job of paring this down to the 
two reels to go with two of coffee 
roasting Hills 


the side 


fee growing 


reveal an 


home, 


negative away 1D 


and packing in 


Bros.’ plant, leaving enough room 
for the scenes at beginning and 
end that were still to be made, 


and turn out a production 4,000 
feet in length. 

Cutting accomplished and work 
print assembled in San Francisco, 
Producer Allen, his laboratory 
technician Lloyd Combs, and Ad- 
vertising Manager Carroll Wilson 


of Hills Bros. Coffee, Inc. were 
off to Hollywood for the final 
steps. 

Finally, with all elements com- 


pleted, Cinecolor, Inc. took over 
and on February 17 delivered 
finished print for preview by the 
offlicials of Hills Bros. Coffee, 
Inc., preparatory to the opening 
of the Golden Gate International 
Exposition the following day. 
And what of the picture itself? 
Through the 


combined efforts of 
the producer and Cinecolor, Inc. 


Behind The Cup achieves a bal- 
ance of composition and warmth 
of color hitherto unequalled in 
industrial films. Critics in and 
out of the picture business ac- 
claim it “the picture of the Fair.” 
And the public likes it, too, which 
after all is the answer that is 
looked for by the people who buy 
the job. 

In the quiet atmosphere of a 
specially designed theatre occu- 
pying some 3,000 square feet in 
a prominent corner of the Palace 
of Foods and Beverages on Treas- 
ure Island, Hills Bros. Coffee, Inc. 
take from 1,000 to 2,500 people a 
day (averaging 10,000 a week 
since the Fair opened) on a color- 
ful and fascinating trip through 
coffee-land, and for forty minutes 
—fifteen times every day—tell 
story of their product clothed 
a dignity that is truly impressive. 

Hills Bros. Exposition Theatre 
might be Arabic in 
design — symbolic of the com- 
pany’s famous trade-mark. High- 
ly decorative on the outside— 
enhanced by six 9 x 6 foot Holden 
murals that reveal an 
story of coffee — its 
quiet and simple. 
sixty of the 
Company's 


described as 


historic 
interior is 
A hundred and 
American Seating 
most comfortable 
air-conditioning (the only 
system in the entire building) 
and seven stations of hearing aids, 
contribute to the 
the guests. 


seats, 


enjoyment of 
Upstairs a small 

fice and reception room, as well 
as two private loges for the con- 
venience of grocers and special 


guests, surround the projection 
room, which is thoroughly 


Holmes 35 mm. 
low-intensity are projec- 
tors and all equipment required 
for operation on what practically 
amounts to theatre schedule. 
Projection is 55 feet to an 8 x 11 
with Jensen high-fidelity 
speaker system. 

A unique feature in connection 
with the showing of Behind The 
Cup is the introduction of coffee 
aroma into the theatre through 
the ventilating system at a point 
in the picture where the 
shows a can of Hills Bros. 
being opened. 

For the remainder of this vear 
Hills Bros. Coffee, Inc. intends 
to keep its picture exclusive to 
the Exposition, but later will em- 
bark on a program of distribution 
that will carry Behind The Cup 
through the channels of non- 
theatrical releases over the entire 
territory in which the company 
does business. Distribution will 
be in 35 mm., as well as 16 mm. 
soon forthcoming in Cinecolor. 


equipped with 


Strong 


screen, 


action 


Coffee 


Ths Mew DNRY 


LOW-PRICED 
PROJECTOR 





LIGHT in Weight 
SMALL in Size 

HIGH in Quality 
TOPS in Performance 
LOW in PRICE 


EVERYTHING you demand ina 
projector. Remember, your film is as 
good as the projector that shows tt 
Present it with a DeVry MODEL “‘Q” 
SINGLE CASE UNIT andbe assured 
of theatre-like presentations, sparkling, 
rock-steady pictures and faithful rich 
tone quality, everytime 


THIS IS IMPORTANT The Mode! 
Q is not just another projector 
built down to a price, but like 

all other DeVry products, a_ high 

QUALITY precision projector built for 


lasting dependability 


THE ONLY PROJECTOR 

WITH THESE FEATURES 

1. AUTOMATIC LOOP AD- 
jt STER prevents loss of hilt 
loop, liminates rethreadit zg Th 
show’ goes right o1 


s) 


2. SYNCHROMATIC THREAL- 
ING—makes possible, automat 


cally, the synchronism of both 
sound and picture. Eliminates mis 
threading, saves film 


3. DUAL SOUND STABILIZERS 


keeps film properly aligned over 


sound drum, resulting in unsur 
| | 


passed sound reproduction 


Better Buy De Vry 


MODEL “Q” PROJECTOR comes com. 
plete with built-in amplifier, dynamic 
speaker, motor, 1600 ft. capacity reel, 
necessary accessories and cords. L 

IN ONE CASE weighing less than 50 Ibs 


—at a price that is amazingly low 
DeVry Manufactures the Most Com 
plete Line of 16 and 35mm. Silent 


and Sound Projectors and Cameras 
for School and Commercial Use 


(Established 1913) 


1BOVE, the Model "Q” 
detachable self-contained speaker. F ASY 
to set up - 


with its easily 


a novice can do itt. 





{1BOVF, the Model "Q” all packed 
away in its compact, lightweight, easily 
ortable, yet sturdy ca Nate ac ) 

control panels 


COMBINATION UNITS 





DeVry Projectors Ha ALWAYS L \ 
bee d he Additic = 
f COMBINATION. UNITS 6 Cf 
oe 
A MICROPHONE : 
—F may be plugged 4 IP 
Th may be plusged rya/7 
ud sf ker fa ™~ 
slith 
A PHONOGRAPH TURNTABLE 
1180 i f nish musi 
for ” stient fil ” ete. 
ADDITIONAL AMPLIFIER may a 
be ged in to provide £ - 
ve ~~A.. fo “ Yarger audite vriums (Gs) 70} 
r= — A 
_ 
‘ Ree 
ly "see 
e Tite 4 Stee 
LVOup. Pevay --—. 
H ier comp] Ww; d117” Cone, le | 
s '9ation ° Cte info m n 4gGo0, Tage Ave HY 
£ Single Coy the new Dex without ' 
u 
s Name Se lémm. rt ¥ Mo ef 2b: : 
: Company Projector : 
! Address 
f City 


DEVRY CORPORATION 


Factory and 


1111 ARMITAGE AVENUE & 


New York 





G 
gems 


Cable: HERMDEVRY 


» Main Office 
a CHICAGO, ILLINOIS 


Hollywood 
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Specify 


SLIDEFILM 
PROJECTORS 


QUALITY EQUIPMENT WITH 
TIME-PROVED ADVANTAGES 


You want clear pictures. You want your captions sharp, 
and easy to read. You want accurate colors. SVE Slidefilm 
Projectors give you all of these. They also have important 
safety features. A patented heat-absorbing filter reduces 
heat at the aperture to the minimum. A special releasing 
mechanism moves the rear aperture glass back automati- 
cally when the film is turned from one frame to the next. 
SVE Projectors are made in many styles, including the 
popular Tri-Purpose unit which shows 2” x 2” glass slides 
as well as single and double frame film strips. For perfect 
showings and full protection of your film, specify SVE Pro- 
jectors in your sound units. SVE Projectors are sold by all 
leading producer-dealers. 


Write for “How To Show It’ 


Send today for descriptive literature on SVE Slidefilm 
Projectors and the many ways in which they are being 
used in industry. 


100 €AST OHIO STREET 


CHICAGO - ILLINOIS 






a a a 


Projection Service at Fair 
Gives Valuable Experience 


@ Thr INDUSTRIAL SALES repre- 
sentative is hired for the promo- 
tion and sale of his respective 
company’s commodity. 

There is no logical rhyme or 
reason why he should be_ bur- 
dened with the additional frets 
and worries of keeping a motion 
picture presentation operating up 
to theatre standards. There is 
no better criterion to emphasize 
this point than the months of 
actual experience in the World’s 
Fair field. 

Although national and _ local 
field studies have given us wide 
experience, the concentration of 
all types of projectors, both 35 
mm. and 16 mm. used in all 
kinds of ways have given us the 
unforseen opportunity for com- 
parison and practical study as 
against theory and equipment 
manufacturers’ glowing claims 
for their respective equipment. 

It has been proven unequivo- 
cally that only experienced men 
can continue to keep a show go- 
ing day in and day out. The 
World’s Fair has literally been a 
proving ground. Here, large 
numbers of various makes and 
models of 16 mm. continuous or 
automatic projectors were in con- 
stant operation. These include 
both sound and silent equipment. 

Twelve hours continuous op- 
eration per day, seven days per 
week for a six-month period is 
the demand on mechanical equip- 
ment at the New York World’s 
Fair—to continuous projectors 
which in the past have operated 
a few hours per day for, at the 
most, a few consecutive weeks 
in department stores, windows, 
etc.; this gruelling test demands 
constant watch to detect wearing 
parts and to replace them before, 
like the proverbial apple, one bad 
one spoils the lot. 

Emergency calls from the non- 
users of regular service have 
borne this out where a stitch in 
time would have saved nine. 

Humid conditions, air condi- 
tioned buildings, ventilation or 
its lack, current surges and drops, 
green film or film not properly 
processed for continuous projec- 
tion, proper patches and check- 
ing bad spots in film before they 
cause real damage, removing 
print and substituting a fresh 
print for the purpose of resting 
and rejuvenating, proper treat- 
ment for preserving and humidi- 
fying, cleaning, oiling, removing 


any emulsion accumulation, 








changing and properly focusing 
of replacement lamps—ete., etc. 
these are only a few of the 
services performed on a regular 
maintenance contract. 

Under labor conditions prevail- 
ing today, the selecting, training 
and supervision of the right per- 
sonnel is no small part of service. 

The taxes, unemployment in- 
surance, security and 
workmen’s compensation insur- 
ance, are carried by the service 
organization as well as complete 
office staff on the Fair Grounds 
for the purpose of receiving 
emergency information and to 
assist in the rendering of an ef- 
ficient and reliable service. 

The smart Industrialist is al- 
ready motion picture minded, so 
far as it concerns the promotion 
and/or sale of his respective pro- 
duct. His first step is to have a 
picture produced which will en- 
hance his product in the eyes of 
his prospective purchasers. After 
spending many thousands of dol- 
lars on a picture suitable to rep- 
resent his company, and his pro- 
duct, an Industrialist would be 
foolish to become careless about 
its presentation to his consumer 
audience. However, there are a 
number of these Industrialists 
who would not think of their 
sales staff as expert advertising 
men, nor would they put these 
men in a radio program. Yet they 
will gamble with a fine motion 
picture production by putting it 
in the hands of inexperienced 
personnel. The dire consequenc- 
es and sad results of such short 
sightedness has been brought to 
the forefront with a vengeance 
here at the World’s Fair. 

Never before has such an op- 
portunity presented itself for a 
complete survey of ways, means, 
and methods, for the presentation 
of an industrial program. 

A well presented picture show- 
ing is an assurance that it will 
bring the returns contemplated 
by its sponsor. 


social 


(To be continued 
in the next number) 














NEUMADE MODEL ST sectional cabinets 
for 16mm reels are obtain ak le in units of 
5, 6, 8, 10 or 12 compartments for 400 
1200 or 1600 foot reels. 





NEUMADE MODEL MF orem sab- 


inets hold 34—100 ft. rolls mm. width 
filmstr Ss 





NEUMADE PRECISION MEASURING ma- 





chines. Model DS-1-D is a typical Neu- 
made item for film production depart- 
ments. Essential for accurate sou 
matchir 

re 

| 
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* NEUMADE MODEL MF-6 FILMSTRIP CAB. 
INET is a 6-drawer unit which will hold 


over 300 of the 142" paper labeled cans. 








TECHNICAL 


@ NEW AND IN THE NEws of the 
technical film field is the widening 
use of color of the new low-cost 
sound slidefilm units. The ten- 
dency towards building up a small 
library of film subjects has also 
resulted in a need for storage fa- 
cilities. This issue of Business 
Screen continues to supply infor- 
mation on items of this kind. 

Neumade items shown on this 
page will be fully described on 
your written request to the man- 
ufacturer: Neumade Products 
Corp., 427 West 42nd Street, New 
York City. L. E. Jones is man- 
ager of the 16mm. Equipment Di- 
vision. Further descriptions fol- 
low: 


Film Storage Cabinets: 

* Attractive individual compart- 
ments for one or two reels of 400. 
1200 or 1600 ft. length with or 
without cans. Built of. steel, 
double wall construction through- 
out with 14” 
each section. 


air space between 

Separate doors, 
handles and index card holders. 
Doors have special reel 
and close automatically. 


Slide Film Storage: 
* Protect, preserve and file your 
slide films properly in a practical, 
efficient all steel cabinet specially 
designed for this purpose. 
MF-6—AIl steel cabinet with 
six drawers for 114” film strip 
cans or loose rolls. Films may 
be filed by subject as each drawer 
contains six adjustable dividers— 
also used to provide facilities for 
larger cans or rolls. Concealed 
humidor in base humidifies en- 
tire cabinet. Overall size 15” 
wide, 12” deep, 13” high. 
MF-34—Holds 34—100 ft. rolls 
of 35mm width filmstrip on reels. 
Index card holder for each reel. 
Drop door has snap catch and 
provides convenient shelf when 
lowered. Equipped with humidi- 
fying tray. Cabinet size 29” long, 
14” wide, 10” deep. 


carriage 





Note oF CorreEcTION: 
Motion Picture Screen & Accesso- 
ries; Screens, Page XVII; Issue 8. 
Under the headline Britelite Tru- 
vision Tripod, the copy for the 
Tripod Screen was correct but 
photograph showed Easel Screen. 





abated vraag a bind SOUND RECORDERS 
under full eyo 

ecording slit per 
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BAUSCH & LOMB MODEL LRM projector 


SIMLPY TEAR OUT AND MAIL TO BUSINESS SCREEN; 





miinneda with the 
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EEYStOuS SLIDE PROJECTOR | is 


A SUPPLEMENT TO THE 
1939 EQUIPMENT REVIEW 





* FREE PUBLICATIONS «x 


For your copy of any of the booklets or reports listed below 


simply drop a card to Business Screen’s 
reau” at 20 North Wacker Drive in Chicago. 


“Sercen Service Bu- 
There is no obli- 


gation whatsoever except where a price is noted after the item. 


AMPRO CORPORATION of 
2839 No. Western Avenue of- 
fer a series of interesting 
equipment brochures and 
technical information on pro- 
jectors. 


FILMO TOPICS—the finely il- 
lustrated and printed house 
publication of Bell & Howell. 
Sections on industrial and ed- 
ucational film news. 


“FREE FILMS”, the 64-pp. 
listing book issued by the De- 
Vry Corporation and priced at 
50c. 


“REEL NEWS”, published by 
Wilding Picture Productions, 
Detroit, is a news tabloid on 
new Wilding productions. 


NEUMADE PRODUCTS 
CORP. of 427 W. 42nd Street, 
New York, publish a 36-pp. 
catalog of their complete 
16mm. equipment line. 


“WE SECOND THE MOTION” 
is the helpful publication is- 
sued by Burton Holmes Films, 
7509 N. Ashland Ave., Chicago, 
Ill. (Tips on film production, 
etc.) 


NORMAN-WILLETTS COM- 
PANY issue a handsomely il- 


lustrated catalog of general 
photographic equipment and 
supplies. 


“MOVIE NEWS”, an interest- 
ing news tabloid of commer- 
cial and educational installa- 
tions, etc., issued by the De- 
Vry Corporation, 1111 Armi- 
tage Ave., Chicago, Illinois, 
projector manufacturers. 


NU-ART NEWS, the library 
catalog issued by Nu-Art 
Films *of 145 W. 45th Street, 
New York, and contains full 
information on new library 
releases of films. 


20 NO. WACKER DRIVE, 


CHICAGO, ILL. 
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THE NEW VICTOR Series 40 Animatophone is so 
compact, so easily portable, and so brilliant in per- 
formance, that it is destined to become the standard 
of comparison. Its Add+A-+ Unit Features with their 
multiplicity of uses make it adaptable for small room 
or large auditorium, public address service, phono- 
record reproduction, radio amplification, and sound 
recording. Write for complete catalog information. 





VICTOR 
ANIMATOGRAPH CORPORATION 
DAVENPORT, IOWA, U.S.A. 
DISTRIBUTORS THROUGHOUT THE WORLD 










+ ADD A RECORDING UNIT 





Gilm Shipping Cases: 


Phone 
Armitage 










Storage Catinet Designs 
FEATURING FLOOR & TABLE 


MODELS ESPECIALLY PLANNED 
TO MEET YOUR FILM NEEDS 


(Prices and Specifications on Request) 


ALL-METAL, STURDY BUT LIGHT- 
IN- WEIGHT SHIPPING CONTAINERS 
IN ALL STANDARD FILM SIZES 


Ask About Our Compco Pic-a-Reel Film Cases! 


2251-2261 
W. St. Paul Ave. 
Chicago 





COMMERCIAL METAL TUE CO. 





Designers and Builders of Business and Educational Department Equipment and 


Accessories for Editing, Storage and Projection 
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THE ‘MITCHELL CA CAMERA 


* The Mitchell Standard Model 
Camera illustrated has been in 
use in the Hollywood studios for 
the past twenty years. This cam- 
era has become a leading profes- 
sional motion picture unit be- 
cause of the many convenient 
special features incorporated. The 
camera is constructed in two 
sections, the base frame and the 
camera box. The camera box is 
mounted on the base frame by 
means of gibbs and provision is 
incorporated for shifting the cam- 
era box upon the base frame for 
focusing. The operation of shift- 
ing the camera for focusing is 
very simple involving the 
sure of the finger on a release 
pin and the turning of the shift 
handle. This moves the 
from the focusing 





pres- 


camera 
position to 


photographing position or vice 
versa. In the base frame itself 
are incorporated the four-way 
mattes, filter dise, ete. 


BERNDT-MAURER EQUIPMENT 


° Recorder for 
double — system 
work. 

variable 


direct 16 mm. 
sound-on-film 
Produces a symmetrical 
area track. No varia- 
tions in speed of film flow past 
recording point. Effective width 
of recording light beam less than 
two ten-thousandths of an inch, 
the recording of 
high frequencies up to limits of 


guaranteeing 


Combined 
and optical system 
recording element responds faith- 
fully to all 
to 10.000 cycles per second, 


film resolving power. 
oscillograph 


frequencies from 0 
and 
withstands signal overload up to 
1000% ~~ without 


change in response characteristics. 


damage or 


B-M Recording Amplifier 
* A compact, 
three 
preamplifier, 


portable unit com- 
built-in items: a 
a two-position mix- 


prising 
er, and a main amplifier. Two 
input connected 
through the preamplifier into one 


channels: —one 


of the two mixer positions, the 
other working directly into the 
second mixer position with no 


preamplification. This latter in- 
put is designed for high-level 


pickup such as that of a dise 
turntable or B-M Film Phono- 
graph. Each input provides prop- 
er level to assure correct balance 
of sounds from microphone and 
high-level inputs without operat- 
ing either mixer control in its ex- 
treme high or low position. 


OTHER ITEMS IN THE ABOVE LINES ’ 
PICTURED HERE NEXT ISSUE. 








SESCHEEE CAMERA CORP.., 665 North 
Robertsc Boul West Hollywood, 
California, is ho manufacturer of this 


highly professi equipment. 





THE ae NAUEER erreres rpatetgre asl 


Coane | indau ie 
nm s 1 and institutional work Full 
ini rmation from B. M. offices at 117 E. 


Ast Cy ‘ wu York 
24In otree NeW IOrK. 





THE BERNDT-MAURER RECORDING AM- 
ures Model tured) is a 


New 











PROVED 
DEPENDABLE 





THE proving period for Eastman’s new 
negative films has been left far behind. 
With their special emulsion qualities re- 
inforced by typical Kodak dependability, 
Plus-X, Super-XX, and Background-X are 
firmly established as successors to other 
notable Eastman films for the motion pic- 
ture industry. Eastman Kodak Company, 
Rochester, N. Y. (J. E. Brulatour, Inc., Dis- 


tributors, Fort Lee, Chicago, Hollywood.) 








KASTMAN 


PLUS-X SUPER-XX 
for general studio use for all difficult shots 
BACKGROUND-X 


for backgrounds and general exterior work 
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PRECISION 


does make a difference 
in Projection Lamps 


BRILLIANT PICTURES — Filaments are lo- 
cated with precision equipment to align 
perfectly between reflector and lens. | 


LONG LIFE— Each lamp is accurately 
rated and stamped with correct wattage. 
Cheap inaccurately rated lamps, not so 
marked, are a poor buy at any price. 


COMPLETE SATISFACTION — Every 
Radiant Lamp must be good because we 
dare not prejudice our only source of in- 
come by any compromise with absolute 
perfection. 


Ask your Producerorwriteto: | 


RADIANT 
LAMP 
CORP. 


260 SHERMAN AVENUE @ NEWARK, N. J. 

















POPULAR | 
Hotel FORT 
WAYNE | 


ii In addition to the superior i 
| accommodations at the Fort 
| Wayne, guests enjoy a superb 
| location in a residential com- HI 
II munity, yet convenient to the 
tit 

itl 

| 

| 





























1] business districts. Hotel Fort 
Wayne provides economy with- 
out sacrifice of comfort or i| 
location. 1] 





| 300 ROOMS 
| EACH WITH BATH 








DETROIT 
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Stone Gilm Library in | de) SCRATCHES — 


Depalment Stare Yield 


* Moving pictures for department store pro- 
motion are part of the Stone Film Library, 
Inc.—the oldest organization of its kind in 
the film industry. 





The business was founded by Abram Stone, 
who was a collector of stamps, of autographs, 
and of antiques. When the movies began, it 
was inevitable that he should acquire some 
of those which he considered unique. His 
first purchase consisted of a group of original 
negatives made during the years from 1893 to 
1898. The entire footage was just 10,000 feet. 
In terms of later motion picture production 
this footage appears pathetically limited. But 
when we realize that, at the time, a perform- 
ance of even half a minute was considered 
a miracle, we realize more fully their value. 

Abram Stone bought film from camera- 
men everywhere. A quarter of a century 
later his material totaled 4,000,000 feet. 


In 1922, Abram Stone died. His wife, 
Marion T. Stone, carried on the business 


for the next thirteen years. And, in March 
of 1935, at the age of twenty-two, Dorothy 
T. Stone, the third member of the Stone 
Library dynasty, took over the management 
of the business—the only girl executive in 
the field. 

Today, from her New York City offices at 
West Street, Miss Stone directs promo- 
tional activities which bring the Library’s 
“Flicker Frolics” subjects into the depart- 
ment store field. Many stores in the New 
York City area have used the irresistible lure 
of these programs for customer promotion. 
The “old-time movies” featuring Mary Pick- 
ford, Charlie Chaplin, Bill Hart and other 
notables of the early screen get especial at- 
tention. Quite a few outright commercial 
subjects such as those of Maillard’s Choco- 
late, and Columbia Bicycle are also shown. 


Tru-Vue In Commercial Use 


* Widely popular in the travel field where 
tourists have long found them an ideal sou- 


‘venir, the Tru-Vue stereopticon viewer is now 


achieving a place in the commercial film field 
as well. ; 

Manufactured at an extremely reasonable 
price by the Tru-Vue Company of Rock 
Island, Illinois, these viewers (as pictured 
below) are used with a strip of film much 
as a silent slidefilm. The pictures are viewed 
by holding the glasses against a fairly strong 
light and a three-dimensional effect is thereby 
achieved. 


Among recent commercial sponsors of view- 
ers for salesmen’s use have been the Republic 
(Below) The Tru-Vue 


Stercopticon Viewer. 


Heater Company 
Swift and Company, 
Jahn & Ollier (photo- 
engravers) and others. 
Simple titles carry ex- 


cost of the entire pro- 





duction is negligible. 


planatory text and the 





make your pictures ugly — VapOrate 
toughens your film to resist scratches 


























AVOID 





EYE-STRAINING PUNISHMENT from 
SCRATCHES, SPOTS and STAINS 
Looking at your pictures should be a 


© for yourself 


ind your customers 


WAH 
FOR BETTER PROJECTION 
AND LONGER FILM LIFE 


BELL & HOWELL CO. 
hicago, III. 
1801 Larchmont Ave. 
Hollywood, California 
716 No. LaBrea 


VAPORATE CO.., Inc. 
New York, N. Y. 
130 W. 46th St. 


bi 





| PROJECTION SERVICE | 


A COMPLETE 
MOTION PICTURE DISTRIBUTION SERVICE 


In all phases for Theatrical and non-theatrical pictures. 
The non-theatrical service includes supplying projec- 
tors, screens, operators, etc., and transportation. 


King Cole’s Sound Service, Inc. 
203 East 26th Street, N.Y. C. Lexington 2-9850 


Local operating points in upper N. Y.—N. ]. and Conn. 





























16mm, 35mm. 


ACTION 
Motion Picture Service 


358 West 44th Street New York City 
Completely equipped for servicing all makes of 
35mm. or 16mm. sound or silent equipment. 


Operators 


Equipment 








| FILM LIBRARIES-NATIONAL _ | 











16mm. MOVIE PROGRAMS INDIVIDU- 
ALLY PLANNED AND PREPARED FOR 
YOUR OWN ORGANIZATION 


Information upon request 


NATIONAL FILM PROGRAMS, 


INC, 


342 Madison Avenue New York City 














An ultra-modern 
hostelry in the 
heart of Chicago 










Bi 
HOTEL 


Emil Eitel — Karl Eitel — Roy Steffen 


¢ 























THE VOICE OF 
EXPERIENCE 


America’s most amazing Personality — Now 
brought to your screen in vivid Reality 
A SERIES OF 10 ONE REELERS 
* *« * 
SCREEN-TRAVELERS 
30 one reel shorts — Produced by 
Andrew De La Varre 
Leading Educators have praised them 
and 
A LARGE VARIETY 
OF 16mm SOUND FILMS 
that will promote a greater 
attendance and effectively 
put over a commercial 
program 
Write Today To 


Nu-Art Films 


INC, 
145 W. 45th St., New York, 
N. Y. 




















| __ FILM LABORATORIES —tocar_| | 











KODACHROME SLIDEFILMS 
35mm x 16mm 


Silent or Sound 


Geo. W. Colburn Laboratory 


1197 Merchandise Mart . 


Chicago 























POSITION WANTED 


YOUNG MAN: Ten years 
Picture Experience. 


Professional Motion 
Photography. Laboratory, 
Projection, Distribution. Expert on Equipment and 
Production. Sales Ability. Can handle complete 
Motion Picture Department. Box 32, Business 
Screen Magazine, 20 N. Wacker Drive, Chicago. 

















EQUIPMENT SALES — nationat 








W A N T F D SURPLUS MOTION 
PICTURE EQUIPMENT 
@ Turn your used equipment into cash, 
highest prices paid for all types of 
silent and sound, Projectors, Cameras, 
Etc. 
Box 19, c/o BUSINESS SCREEN MAGAZINE 
20 North Wacker Drive, Chicago 











SOUND SLIDEFILM 
PROJECTION EQUIPMENT 


Anticipating change in design, a 
reliable manufacturer offers a 
limited quantity of sound slide 
film reproducing equipment 
with 200 watt slide film Projec- 
tor, at very attractive prices. 

Entire equipment housed in 
single compact portable case. 

Write for further particulars. 
Orders will be filled in sequence 
and offer is subject to prior 


sale. Address inquiries to Box 
11. Business Screen, 20 No. 


Wacker Drive, Chicago. 











New Entertainment Subjects 
for the Commercial Program 


@ THE EVER-WIDENING use of short entertain- 
ment subjects on the commercial and educa- 
tional film program has now made it neces- 
sary that Business Screen publish a conveni- 
ent directory of the principal sources of this 
material. 

In general, most subjects are obtainable on 
a rental basis but the low cost of excellent 
sound reels has also made it practical to build 
a small library of suitable material. In open- 
ing a sales meeting, in starting the “get- 
acquainted” ceremonies of your dealer meet- 
ing and in many other places, a hearty laugh 
or a spine-tingling “thrill” are good medicine 
for stimulating interest. Too, a good many 
organizations have found that supplementary 
films bring out larger audiences and help 
round out an otherwise short session. 
* The latest issue of the widely-read Nu-Art 
News published by Nu-Art Films and mailed 
to clients of that well-stocked film library, 
contains hundreds of famous titles and stellar 
names, including many full-length features. 

Harold Lloyd’s feature, The Cat’s Paw (an 
exclusive release of Nu-Art), is typical as are 
the Voice of Experience shorts, many short 
cartoons, travelogues and musical reels. Rent- 
al rates on request direct from Nu-Art, 145 
West 45th Street, New York. 
* The Pictorial Film Library catalog issued 
by Pictorial Films of 130 West 46th Street, 
New York City lists several thousand short 
subjects available on a low-cost purchase or 
rental basis. Among the headliners are the 
“Sports” series of one-reelers (priced at $27.00 
each) which include top-notch skiing, moun- 
tain climbing and other winter sports fea- 
turettes. 


New Castle Film Releases 


* September and October releases from 
Castle Films are loaded with thrills and ac- 
tion. This famous national producer of 
“Home Movie” classics offers a dozen or more 
400-foot sound reels especially suited to the 
commercial program. 

Among the headliners are Bali, San Fran- 
cisco (The Golden Gate City), Ride ’Em 
Cowboy, Ski Revels, Fresh-Water Fishing, 
and Washington with the new American Le- 
gion Chicago and Football Thrills of 1939 
reels soon to be released. All of the subjects 
are available for either sound or silent pro- 
jection. 

Of a group of these reels reviewed in Busi- 
ness Screen’s Chicago theatre recently, the 
Ride "Em Cowboy and Fresh-Water Fishing 
subjects were voted best for all-around pro- 
gram use before groups of men. 


Scene in 
SKI REV - 
ELS—A Re- 
cent Castle 
Films Fall 
Release. 














SALES FILMS 
GET SHABBY, toc- 


HOW ABOUT YOURS? 


You wouldn’t stand for your 


salesmen looking like this. 
But how about your sales 
films? 


SCRATCHES, 
“rain” and buckle look as 
bad as baggy trousers and a 
3-day _ beard. Have your 
films acquired these shabby 
characteristics of normal us- 
age? 


ONLY RECONO can remove 


abrasions, 





scratches, abrasions, “rain” 
and buckle from 16mm and 
WRITE FOR 35mm film. 
Don’t let the very nominal 
FREE cost stand between shabby 
TRIAL OFFER | films and attractive, prestige- 
building pictures. 











AMERICAN RECONO, Inc. 
245 West 55th Street New York, N. Y. 











IF YOU USE... 


Educational Films 
YOU NEED... 


THE EDUCATIONAL 
FILM CATALOG 


It offers expert guidance in the selection of 
films to purchase, rent or borrow for all non- 
theatrical purposes. 


The EDUCATIONAL FILM CATALOG is a 
classified list of the best educational films avail- 
able. In addition, there is a complete subject and 
title index which simplifies the finding of films or 
parts of films upon any given subject. 

The Catalog gives a factual description of each 
film. It indicates the physical make-up of the film, 
tells where it may be bought, rented or borrowed 
and the cost under each plan. 

Orders are now being booked for a completely 
revised edition of The Educational Film Catalog 
to be published October 1939. 

The price of the New edition plus three quarterly 
supplements and a bound annual volume for 1940 


is $4, 


THE H. W. WILSON COMPANY 


Since 1898 Compilers and Publishers of Bibliographies, 


Indexes Works 


New York City 


to Periodicals and other Reference 


950 University Avenue 
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’'Kristocrat of Hotels‘’—The 
Drake is distinguished for the 


spacious luxury of its rooms, 


the excellence of its cuisine. Yet 


tariffs are always moderate. 


Under the Same Management as 


The Gotham 
ify Evanshire 


The Blackstone 
The Town flouse 


Belleview Biltmore 


BELLEAIR FLA 





A. S. Kirkeby, Managing Director 





R 300 MILES 
BEAUTIFUL 
SHORELINE 


The Drake 


Lake Shore Drive - CHICAGO 


OME AND PLAY! 


New low play ae. 


al these Cook Leches 


/ HOT SPRINGS 


Rebuild your pep and restore health. Outdoor spurts are 
bracing and invigorating, and the healing waters of 47 
Government owned and supervised thermal springs give new 
life and happiness in America's favorite vacation land. 











AMERICAN PLAN 




















MAJESTIC 


RE MCEACHIN, MANAGER 





AT BOTH HOTELS 





EASTMAN 


JA. SAEGER, MANAGER 























YOUR ROOME 





—- A DAY 


ALSO 
EUROPEAN PLAN $ 50 


Rooms (without mea/s) From ADAY 


SELECT EITHER ONE OF THESE FINE HOTELS 
As a guest of the Majestic or the Eastman your visit to Hot 
Springs is sure to be a success. Set in private parks, famous 


for quality service and food, both hotels operate 
qovernment-supervised bath houses in connection 


Write for booklet 





Park Films 


(Continued from page 20) 


The reel also de- 
scribes flying model airplanes, 
horseback riding and_ bicycle 
races. The narrator says, “In 
Chicago’s parks —there’s some- 
thing for everybody! In its <out- 
door program Chicago offers that 
ideal combination of excellent 
recreational facilities plus a back- 
ground of harmonious landscap- 
ing. Health waits for you with- 
in a setting of beauty.’ 

The third film which is nar- 
rated by Harlan Wilcox and en- 
titled Fun for Everyone is con- 
fined to activities that take place 
in park fieldhouses. In rapid or- 
der it shows vivid scenes of the 
craft shops, showing model boat 
and airplane building, with. the 
instructor beside the young work- 
er who is earnestly turning raw 
material into finished product. 
An artcraft beehive shows young- 
sters of both sexes busy at con- 
genial hobbies; children in the toy 
lending centers with intense cu- 
riosity selecting their favorite 
playthings. In the lapidary shop 
carvers and polishers are trans- 
forming stones they have picked 
up on the lake shore into silver- 
mounted rings and bracelets; in 
another section instrument mak- 
ers are taking blocks of wood and 
bunches of wire and changing 
them into good looking violins 
and guitars which they later learn 
to play with genuine skill. Dress- 
makers, milliners, costumers and 
rug makers follow, one after an- 
other—the groups at their tasks. 

These pictures have truly 
opened up the eyes of Chicagoans 
as to the work and advantages of 
their parks. One person in a 
theater, after seeing one of them, 
was heard to say, “Well, there 
is apparently nothing you can’t 
do in the parks.” 

The first two pictures, after an 
opening at the Roosevelt Thea- 
ter, were booked by a large num- 
ber of Chicago theaters and the 
third picture will be shown in 
these theaters in the fall. The 
first two pictures were shown in 
156 theaters. It is estimated that 
over 1,500,000 persons have 
viewed the pictures. 

A fourth picture is now under 
construction. It will be approxi- 
mately a 30-minute film. It will 
embody the best scenes from the 
first three pictures, plus a num- 
ber of new scenes and will be 
used at conventions and exhibits. 
These films have all received a 


ton courts, etc. 


very warm reception and more 
will undoubtedly be made in the 
future. 

The fourth use which the parks 
have made of movies is of 16 mm. 
reduction prints of the previously 
described films. These movies 
have been shown in the park’s 
own fieldhouses to loyal and en- 
thusiastic gatherings. They were 
especially well received, of course, 


_ Where the audiences recognized 


various individuals- in the film 
and familiar scenes and objects, 
with a resulting increase of loy- 
alty and aeceptance. A large per 
cent of the parks have now shown 
one or more of these pictures. 
Over 50,000 park patrons saw at 
least one of these pictures during 
the first six months of the year. 
One hundred and fifty thousand 
more will doubtless see it during 
the last six months. 

The pictures have also been 
shown with considerable success 
in various conferences and con- 
ventions. For example, all three 
films were shown at the recent 
Industrial Conference at the 
Sherman Hotel, and 10,000 per- 
sons saw the picture at the out- 
door sports show at the Inter- 
national Amphitheatre. 

The 40% increase in the use of 
the 503 club rooms surely. re- 
flects‘ the growth in the general 
social acceptance of the parks 
among adults as places in which 
they join hands with friends and 
acquaintances to accomplish in 
their leisure, the thing which 
they desire. 

V. K. Brown, Director of Rec- 
reation, says, “These club 
room “statistics are significant 
also in the greater consistency in 
the curve of the year’s attend- 
ance. There is no longer such a 
variance between the month with 
the highest attendance and the 
month with the lowest. The 
curve presents a picture of a 
growing habit in the life of the 
people of the community. More 
consistently they are meeting in 
their community groups through- 
out the year. Attendance ap- 
pears to be becoming more habit- 
ual; acting together with neigh- 
bors in congenial grouping seems 
in the way of becoming more of 
an accepted routine.” 

The movies, of course, are not 
entirely responsible for this re- 
markable increase in attendance, 
but R. J. Dunham, President of 
the Chicago Park District, feels 
that they did do their pari and 
that the making of these movies 
was money well spent; and this is 
the recommendation of a hard- 
headed business executive. 
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